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Good Man to have for your meeting 


By providing the 136 varied skills available in The Jam Handy 
Organization, he offers you the professional assistance needed 


to put your message across clearly ... dramatically . . . forcefully. 


All the clarifying and dramatizing services he offers are supplied 
from one central office. That keeps costs and complications at a 
minimum with only one accounting . . . one responsibility .. . 


one explanation from you. 


A phone call to one of the convenient offices listed below 
will bring any or all of such help. 


7c JAM HANDY Oxgengcition 


SLIDEFILMS * ORAMATIZATIONS * VISUALIZATIONS * PRESENTATIONS * TRAINING ASSISTANCE 


MOTION PICTURES 


NEW YORK 19 HOLLYWOOD 28 DETROIT 11 DAYTON 2 PITTSBURGH 22 CHICAGO | 
OFFICES JUdson 2-4060 a HO llywood 3.2321 ? TRinity 5-2450 a ENterprise 6289 . ZEnith 0143 STate 2-6757 


What makes a newspaper great? 


“HEY, POP. THE ONE IN THE 
MIDDLE 1S AXEL HANSEN !” 


Crops were fine again this year on 
one of the most unusual farms in the 
Upper Midwest. ‘Thousands of ring 
necked pheasants strutted through 
the thickets and across the fields 
And multitudes of mallards quacked 
noisily in the marshes. Visitors 
throng to Glendalough Game Farm 
near Battle Lake, Minnesota, to get 
a look at the man and the establish 
ment which, in the opinion of many 
sportsmen, are making one of the 
large private contributions in the 
United States to the restoration of 
upland game birds and migratory 
waterfowl, through hatching, raising 
and releasing many thousands of 
pheasants and ducks each year 

The man in the middle of this fas 
inating 1,200 acre wildlife farm is 
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Axel Hansen, Agricultural Director 
of the Minneapolis Star and 
‘Tribune, who superintends the Glen 
dalough project operated by these 
newspapers. In fact, Hansen has 
been the man in the middle of so 
many Upper Midwest farm projects 
that farmers have a hard time keep 
ing track of his varied interests and 
enormous achievements 

Turkey raisers regard with awe 
his Glendalough flocks of giant gob 
blers hatched from the farm’s own 
incubator eggs. 

Cattlemen know Hansen as one of 
the best livestock judges in the 
nation, and long-time superintend 
ent of cattle at the great Minnesota 
State Fair. 

Farmers know him as an agri 
culture expert who drives more than 
10,000 miles a year attending farm 
meetings and addressing conferences 

. as a director of many farm or 
ganizations . . . as a correspondent 
who answers multitudes of letters 
from farmers on farm problems, and 
still finds time to operat” his own 


100 acre Minnesota farm 

Minneapolis Sunday ‘Tribune 
readers know him as writer of one of 
the most useful farm columns in 
American newspapers, who not only 
reports, but also makes farm news in 
his busy circuits of the Upper Mid 
west 

Like many of the friendly experts 
who staff these newspapers, Axel 
Hansen regularly shares his experi 
ence and knowledge with his readers 

just one of the helpful services 
which make and keep the Min 
neapolis Star and ‘Tribune the best 
read, best-liked, most respected 
newspapers in the Upper Midwest 
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Minneapolis 
Starand Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, Presdent 
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HIGHLIGHTS 


WHY SHE WEARS WHITE KID GLOVES 


You can't tell where your next market is coming from. New 
industrial developments create factory needs that never existed 
before. ‘Take missiles, for example. . . 


HOTTEST WORD IN SALES: "MARKETING" 


You're wrong if you think: that marketing is broadened selling ; 
that you just build a strong sales department and entrust mar- 
keting to it; or that marketing Is any specialized activity short 
of focusing all operations on customers. 


GENERAL FOODS “GOURMET” LINE 


Ford has the Thunderbird; Corning has Steuben 
Glass. Now General Foods works on adding savoir-faire to its 
corporate image by introducing a new line of “Gourmet” foods. 
It’s a small, select business, and here’s the story of how General 


Prestige: 


koods sells if. 


DESCRIBING THE SALESMAN'S JOB 


No matter what your product or whether you have three or a 
hundred salesmen, no management tool is more basic and useful 
than a well-defined salesman’s Read “The 
Why’ and the ‘How-to’ of a Salesman’s Job Description’ on 


page . 


job des« ription. 


TRAFFIC: A BIG PLUS IN SELLING 


\re you looking for that extra plus which can lead to more sales ? 
Who isn't? But many times sales executives look for so many 
extras outside of their companies that they don’t see the un 
used help within. Here, a topflight trafic manager tells you 
and should 


how traffic can help your salesmen get the edge 


on equal product competition, 


WHY THE TREND TO "MOOD PACKAGING" 


l'wo people looking at the same thing don’t see the same thing. 
lhe “whys” of seeing and perception are being carefully studied 
by package designers. Among other things they know men re 
spond to torm, women to color. 54 
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SALES MANAGEMENT, with which is incorporated PROGRESS, is published the first and third Friday of 
every month, except in May, July, September and November when a third issue is published on the tenth of 
the month. Affiliated with Bill Brothers Publishing Corp. Entered as second class matter May 27, |942, 
at the Post Office, East Stroudsburg, Pa. under the act of March 3, 1879. Publication (printing) offices, 
34 North Crystal St. East Stroudsburg, Pa. Address mail to 386 Fourth Avenue, New York 16, N. Y 
SALES MEETINGS, Part I! of Sales Management, is issued six times a year—in January, March, May, 
July, September and November. Editorial and production offices: 1212 Chestnut Street, Philadelphia 7, Pa 
WaAlinut 3.1788; Philip Harrison, General Manager; Robert Letwin, Editor 


SALES MANAGEMENT 


HANSEL & GRETEL NEVER HAD IT SO GOOD 

Mother’s Cake & Cookie Co. in California has a motto: “Neve: 
underestimate the powers (of persuasion) of a child.’ That's 
why in Mother’s plan to sell more cookies (the firm produces 
over one million per day) it goes after the kids. Some 3,000 
children a year visit the plant, tour a magic ‘Cookie House” and 
see things that the Grimm boys never imagined. Here's how 
Mother’s sells to the youthful sweet tooth 


CONTENTS 


Advertising 
Are Sales Chiefs Swayed by Ads? 


General Management 
We Put the Sales Manager In Business for Himself 
Hottest Word in Sales Today: Marketing 


Introductory Campaigns 
So You'd Like to Sell a Product That Has No Competition? 
General Foods Off to a Fast Start With New "Gourmet" Line 


Manpower Problems 


The "Why" and the "How-to" of a Salesman's Job Description 
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CHANNEL 12 


Clarksburg, W. Va. 


e A fabulous week for 2 at 
THE GREENBRIER 
White Sulphur Springs, W. Va 
@ ELECTRIC-EYE MOVIE CAMERA 
By Bell and Howell 
@ POLAROID LAND CAMERA 
e 12 other wonderful prizes 


USE THIS INFORMATION TO 

help you name the symbol of Clarks- 

burg’s new high-power TV station 

e Covers the virgin market of Cen- 
tral W. Va. (Clarsburg Fair- 
mont — Morgantown) 

e Rich in coal, oil and gas 

e Untouched to date by a direct TV 
signal 

e Captive audience—666,315 popula- 
tion 

e Buying income $1,119,746,000 

e $200/hr. AA network time: $250 
national spot. 

Contest open to all readers of this 

magazine. Ends January 5, 1958 


MAIL YOUR ENTRY TODAY TO 


WBOY-TV 
CHANNEL 12 


Exclusive in Clarksburg, W. Va. 
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George Clinton, Gen'| Mgr. « Rep. by Avery-Knodel 


fo A Member of The Friendly Group 


| suggest the following name 
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Company 


Address 


“METROPOLITANITIS”? 
...0r “the other 50%” 


¢ of all U.S. households or over 82,500,000 
live in Hometown U.S.A Over 19,296,322 
ire “demand reading” every week 


Goes Monagarnents 


EXECUTIVE OFFICES, 386 Fourth Avenue 
New York 16, N. Y. LExington 2-1760 


consumers 
weekly newspapers 
Only weeklies carry to these 
people the vital community local news such as legal, political, society, 


chool, taxes and most important to you, “what’s on sale at the 
local store each week 


EDITORIAL 
EDITOR and PUBLISHER 
Philip Salisbury 
EXECUTIVE EDITOR 
A. R. Hahn 
MANAGING EDITOR 
John H, Caldwell 
SENIOR EDITOR 
Lawrence M. Hughes 


ASSOC. MANAGING EDITOR 
Robert C. Nicholson 


Over 755,681 retail establishments and more than 500 national 


advertisers make profits from weeklies at the so called “highest 
milline rate And 92% of all farmers with over 34 billion 
dollar income read weeklies. No other medium, is so exclusively 
a part of its readerts living problems or sells more effectively where 
these people live.‘ And their spendable income is conservatively 


42 of all spendable income. Learn how a tailor made list of 
ecklies can prodice greater sales 


a detailed plan to fit your . 
territory needs plus information on 1 order, 1 bill, 1 check Senior Associate Editors, Alice B. Ecke 


e plas and Harry Woodward 
Associate Editor, Grant Jeffery 
Assistant Editor, George Hoover 
Midwest Editor, David J. Atchison 
. a ' . a . Copy Editor, Harriette Moskowitz 
) WEEKLY NEWSPAPER REPRESENTATIVES Inc, | Art Director. Rich tite 
a DIRECTOR OF RESEARCH 
404 Fifth Avenue, New York 18, N. Y. Phone: Bryant 9-7300 Dr. Jay M. Gould 
Asst. Director of Research, Alfred Hong 


W.N.R. representative for 


Serving the Advertisers and agencies in behalf of America’s Weekly Newspapers 


Branch Offices: Atlanta * Chicago * Detroit * Los Angeles 


ONE OF MANY REASONS WHY 
YOU NEED THE COURIER-EXPRESS 
TO SELL BUFFALO 


43.3% More Coverage in 9 Neighboring Cities 


There are 9 cities in Western New York’s great 8-county 
market beyond the limits of ABC Buffalo. They are important, 
self-sufficient communities with major retail outlets for all lines 
of merchandise. Their 87,705 families must be sold for the 
success of merchandising programs centering in Buffalo. 

The Morning Courier-Express has 43.3% more circulation in 
these 9 cities than any other Buffalo paper. The lead of the 
Sunday Courier-Express...the State’s largest paper outside of 
Manhattan...is 136.4%. Clear proof...one reason of many...that 
to sell the Buffalo market completely, you need the Courier- 
Express. 

ROP COLOR available both daily and Sunday. 
Member: Metro Sunday Comics and Sunday Magozine Networks 


Buffalo 


COURIER-EXPRESS 


Representatives: SCOLARO, MEEKER & SCOTT 
Pacific Coast: DOYLE & HAWLEY 


Consuiting Economist, Peter B. B. Andrews 
PRODUCTION MANAGER 

Samuel Schwartz 

Asst. Production Manager, Gertrude Fish 
READERS’ SERVICE BUREAU 

H. M. Howard 


Editorial Assistants, Ingrid Notar and 
Ann Asta 


SUBSCRIPTIONS 
DIRECTOR 
R. E. Smallwood 
Assistant Director, Edward S. Hoffman 
Subscription Manager, C. V. Kohl 


U.S. and Canada: $10 a year 
Foreign: $15 


ADVERTISING SALES 


For Offices and Personnel 


See Advertisers’ Index 


OFFICERS 
President, John W. Hartman 
Treasurer, Ralph L. Wilson 
Vice-President, Sales, Randy Brown, Jr. 
Senior Vice-Presidents, C. E. Lovejoy, Jr., 
W. E. Dunsby, R. E, Smallwood and Wm. 
McClenaghan 


Bill Brothers Publications in MARKETING 
(in addition to Sales Management): Sales 
wap) Meetings, Tide, Premium 
— Practice. INDUSTRIAL: Rub- 

ber World, Plastics Technol- 
ogy. MERCHANDISING: Fast 

Food, Floor Covering Profits, 


Grocer-Graphic, Tires, and Yankee Grocer. 
Copyright, Sales Management, inc., 1957 
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How to reach 
Wisconsin's “Money Belt” 
an 


| 
J AsHian 
{ 


t 


MARINETTE 
LInNcOotLnN 


LANGLADE 


MARATHON 


wooo PORTAGE WAUPACA 
samie | SHOWN 


MANITOWOK 
WAUSHARBRA WINNEBAG( 


Sunday Milwaukee 


ot ; cacen| j 
Journal Coverage Bo 


LAKE} FONDOOL 


— 2 BHEBOYGAN 
ae 20% to 39% — — 


COLUMBIA 


40% and Over 


' 
WAUKESHA 


JEFFERSON 


| 


One newspaper, The Sunday 79. of Wisconsin's For a state-wide selling 
Milwaukee Journal, covers Vo 


population Wisconsin. ne 
20% to 99% of all households 


medium come I 
in 39 Wisconsin counties 85 of the Sunday Milwaukee Journal 
° 
including the big population /o state's income 


veraeg Oo two daily new 
BIG INCOME markets of the 


papel combined can deli 
state [These 39 counties have of the more coverage in 
oy , 
° retail sales 


man countie 


THE SUNDAY mitwaukEE JOURNAL 


Read in ¥ out of 10 homes in the ABC City Zone and in 6 out of OQ} or 


National Representatives, O Mara & Or 
NEW YORK CHICAGO 
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DETROIT OS ANGELES SAN FRANCISCO 


In Philadelphia, buying begins at home 


The Bulletin goes home...delivers more copies to more families 


every seven day sin Greater Philadelphia than any other newspaper 


bor drug health aids and toiletrie the people of 


the giant I4-county Greater Philadelphia market spend 
$168.037.000 each year Why do they preter certain 


product | ire ly because of the advertising they read 


in their home newspaper The Kvening and Sunday 


Bulletin. And advertisers get a big selling plus in this 


newspaper with R.O.P. spot and full ¢ OLOR — avail 


aabyle even days a week / 


The Bulletin exerts a powerful influence on the 
buying habits of its readers. Philadelphians like The 
Bulletin. They buy it, read it, trust it and respond to 
The Bulletin is Philadelphia’s 


the advertising in it. 


home newspaper , 


Advertising Offices: I’hiladeiphia, Sot) 
t2 Madise Avenue ¢ Chicago 


uml Market Streets ¢ 
20 N. Michigan Avenue 

Representatives: Sawyer Ferguson Walker Company 
La Angel 


New York, 


n Detroit « Atlanta 


* San Franciseo ¢ Seatth 


In Philadelphia nearly everybody reads The Bulletin 


SALES MANAGEMENT 


EDITORIALS | 


u 
WELL, FRED, NOW 


THAT WE VE FINALLY 


GOT OUR BEAUTYREST 


MATTRESS, WHAT DO 


YOU THINK OF IT ? 


ARE YOU AWAKE, FRED? 
FRED ? 
FRED? 


Sell Benefits ! 


I his 


inspired 


one-way conversation, presumably between husband 


an and the Simmons Co. inve 


adv in Lif 


piece ot ¢ Opy 


f dollars di 


sted 


oO splay it as an ertisement 


come true declares 


‘A dream John W Hubbell 
in charge of merchandising and advertising for Simmon 
dent, Sales New York 


etter ak 


executives Club of in appraising 


eness of this advertisement 


Not shown in the 


with | 


illustration above is the bottom part 


roduct description set in small type 


People b 


t benefits 


benefits. So 


talks t them 


Are you doing the same with your 


Simmons 


0 


rl ( 
l 
{ | ‘ 
Incidentally 


the ad 


| 
iwakt 


Jack Hubbell report that Life refused 


Simmons inserted one extra line of copy 


Why She Wears White Kid Gloves 


headline 


new 


on the analysis of new markets tor 


products, you will find on page 
could 


consumer product 


sophisticated marketing n 
4 lassifi 


under the impact of the mushroomi 


an roughly 


nto two 


Now 


ram 


ation 


for example, many a producer of so- 
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Ic€-pre 


ke 


ng mi 


and wite 


thousand 


ent 
and 


the 


presi 


sale 


of the ad 


intimately 


prod ict id 


to 


publi 1 
Are 


ol 


label ill 


alled 


“ReeeSE Gots ~T WAST 


You can reach 
U.S. Industry 
most 
economically 


the encyclopedic guide to 


supply sources that has furnished 
all industry with accurate where 


to-buy information for over 50 


years 


Ihe 


teristic 


100%) Buyership charac 
the continuous flow 


Is 


and 
to advertisers of top quality 
Result Sales’ 
not remotely approached by any 
11,859 Adver 
Annual 


stand as proof of this statement 


quiries that in 


other publication 


tisers 1957 


in edition 


tions, 


planning your appropria 


include low-cost product 


descriptive advertising in 


Thomas Register 


Register 
representative 
will give 


you all the facts 


Thomas Publishing Co. 


461 Eighth Avenue * New York | 


Telephone: OXford 5-N500 


BIG and STRONG 


NCS No. 2 CIRCULATION 


DAYTIME HOMES NIGHTTIME HOMES 


WEEKLY DAILY WEEKLY DAILY 


WHO.-TV | 181,490 121,620 211,500 166,460 


Station B 123,430 204,280 163,920 
104,930 218,690 148,320 


WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 


WHO-TV 
WHO-TV 
WHO-TV 
NCS No, 2 proves that more Central lowa WHO-TV 
families tune to WHO rv every day, than to any WHO-TV 
other lowa television station, WHO-TV 
NCS No. 2 covered 54 counties, with Des Moines’ x WHO-TV 


home county of Polk accounting for only 24.30; 


WHO-TV 
Because it is backed by 33 years of broadcasting ead done 
integrity, public service and believability, WHO- 
WHO-TV—like WHO Radio ~—assures adver- WHO-TV 
tisers of BIG audiences . . . BIG results. WHO-TV 

piles ——"WHO-TV 
WHO-TYV 

Channel 13 - Des Moines 


Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager shige 
Peters, Griffin, Woodward, Inc 

National Representatives Affiliate 
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71 | the total television homes! 


imer goods is finding a stead ly growing market for > product 


in the strangest places a ball bearing factory, for 


Lhe direct result of man failure to live at peace with his fellow | you need 
nis | 


man, without arming himself with such military hardware as 1 


siles and re kets il | t 


ce of son ad consumer good 0 


In any market... 


Changes 
switch from the production of manned, conventional ait 
iles How successful you are in mecting the challenge or new prod 
ucts for indust will have a great «de il to do with. whethe 
leaves “the earth for the first time-—probably within aviation’s 
century, a predicted by [Dy " N. Ridenour, former chiet 
n The Atlanty 


Small Business: Help Itself, Or Be Helped ? 


One of the truly outstanding conventions of 1957 wa 
day session in Washington, D. ¢ n late September called 
dent’s Conference on Technical and Distribution Research for the 
Benefit of Small usine Th uttendance was approximate] 1,000 
and would have be gt if additional hotel facilities had bee 
available The ide: i } the meeting was to how mall busine 


how it could help itself—as distinct from special tax relief or other 
legislative palliatives. Under the chairmanship of Arthur H. (Red 
Motley, president, Parade Publications, In the distribution e 
of the convention showed the delegates (1) the a 

ind regional trade and prot ssional association pro 

business; (2) how local business associations can help 

with market resear h; (3) the ; istance the busine 

(4) the assistance educational institutions provide 

ervices of agencies of the federal government use 

eseal h; 6) how the state in be of as tance 


large busine ! de 8) how nall busine help itself 


Under r these ings ti nvention plan pro ded for a 
keynote speaker, followed | 1 siness representative either 


irers or wholesale I P who demonstrated how 


Inanutat 
they had been helped by the group 

‘This was the firs but we hope not the last, of regional or national 
yet togethers where small busine can learn to he Ip itself. A | fact 
Wilson Newman president, Dur & Bradstreet, In pointed out 


“The busine piant as the big bad wolf is ofttime the illusion and 


out there 


KVOO 


alibi of the inex pr rienced, of the incon petent, and the spe ial ple ader 


Rig business huys fram, sells to ana competes with small husiness Oklahon 
Neither can eet alone without th other 


Newman also gave tl | i inve made among head 
+20 small businesses manutactures wholesaler retailer in 


one of the questions brought a rather tartling response ‘The question 


was “Where is your competition coming from; (a) Jarger com 
panies? (b) newcomers? (c) similar size concerns? (d) how are 
you affected?” While larger companies accounted for 37% of the 
answers, 50% said they were not adversely affected by big compan 
competition, and a surprising number worried more about the new 
comer who, they said, “cut prices to ¢ tablish custome ontact 
Then, in answer to the que! Would you sell out if my could gel channel 
a price equal to what your busine now worth?’, 81% ud NO 


and many underscored this negative 


Small business is the ke tone of the American economy, and 
spite all you hear and read about “concentration,” small busine 
flourishing and will continue to flourish if the men engaged in it 

take advantage of the help that is available to them for free. Manu 

facturers, however, should in a pirit of enlightened selfishness make For current availabilities 
available to their small business suppliers or customers the benefit contact any office of BLAIR-TV 


of their iperior ta ilitic n technical and distribution research 
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A Hearst Magazine 
keyed for ae girl 


with a husband in mind! 


A girl in love—a wife who still sees the “rain- 
bows in the dishpan”—no time in life is so 
precious, so filled with excitement and adven- 
ture, as these first years of marriage. 


These are the years set apart — years of 
selecting the hundred-and-one materials of 
happy marriage —from honeymoon tickets 
to homemaking helps— when the habits of 
a lifetime are not only formed but stabilized 


Hearst has a particular magazine for this par- 
ticular “her’—as they have for all other 
special interest groups. Bride & Home is the 
newest of the Hearst Key magazines, created 
and flourishing for just one purpose — to 
speak authoritatively on all her interests. 


Key to the home of Matrimoney 
Courtship and marriage feather many nests. 
Every year there are some 1,500,000 new 
brides — with 4,500,000 families still in the 
“honeymoon years”— years when they are 
most eager to learn, experiment and buy. 


Hearst editors know them well—because, as 
creators of Bride & Home, they too are dedi- 
cated to the goal of Happy Marriage. They 


live what they write about— whether it’s 
garnishing a salad or a home, coddling a hus- 
band or an egg. And the result is a magazine 
that fits its audience as a key fits its lock 

a quality that ts outstandingly peculiar to all 
Hearst Magazines. 


Key men-— Key markets 

Hearst representatives are key men in the 
publication field——because they speak for 
particular groups of people, with an authori- 
tative understanding of their needs and 
interests. They talk of markets in terms of 
people, not in terms of charts and figures 
They speak of intensity of interest as the key 
to circulation 


Whether you're proposing to the Matrimnoney 
market —or talking to the man who favors 
foreign cars or fishing —let Hearst editorial 
insight be the key that lets you in 


‘WD ae 
# 


SPORTS AF 


THE INQUIRING 
ADVERTISER: 


“What's Wrong With 
My Sales Approach ?” 


Inswered by Harold Walker 
and Bert Ferguson, of 
Radio Station WDIA, Memphis 


OULSTION I'm missing sales in the 
Memphis market. What's wrong with my 
ales approac h? 


Mr. Walker: You can be missing high 
volume sales in Memphis, if you haven't 
realized that the Negro population makes 


of the Memphis trading 


Mr. kerguson Memphis Negroes listen 
first and foremost to WDIA. Within one 
year after its change to exclusive Negro 
programming, WDIA jumped to first 
position in overall audience in every 
rated time period—and it has remained 
in the top bracket as the most-listened-to 
fation ¢ r mee 


Mr. Walker With an 
annual earning power of 
$616,294,100, Memphis 
Negroes spent, on the 
average, 8U% of this in 


rome on consumer goods 


Mr. herguson And WDIA 
O P00 alt transmitter in the area, ¢ 

bines power, coverage and following 
deliver this Memphis market to you as 
tinit It's 1 read made saies-re 


market! 


sponsiy 


Mir. W ilker A | gh vol 

ne market which buys 

47.3% of the bread sold 

Bp in Memphis 2. 5° 
. 


of the ho 


Mr. Ferguson: The Negro has become a 

vital contributing factor to the booming 

economy of the Memphis area, with its 

steadily increasing industrial and com 

mercial growth. He is elevating his stand 

ard of living he is buying more con 
imer goods 


Mr. Walker s buying more because 
he is earning m The Memphis Neg 
has a higher comp ible income 
Negroes in any ther ar 


country 


Mr. Ferguson or «oscores of such year- 
round national advertisers as Colgate, 
Chesterfield, Maxwell House Coffee and 
Nabisco, WODIA's unique hard hitting 
salesmanship delivers high volume sales 
and profits unmatched by any other me- 
dium in the area! 


Mr. Walker: WDIA can eate the same 
high vy e sales for ur product 
Within overage area are 1,237,686 
Negr almost one-tenth of the Negro 
pop of the United States! 

Mr Ferguson And remember main 
WDIA can del r this market to you as 
a unit Write us today is know 


what product you want to 


Mr. Walker: We'll give you facts show 
ing how we ca create sales for you 
in this solid Southern market! 
WDIA is represented nationally b 
loin FE. Pearson ¢ ym pany 


CORPORATE CLOSE-UP 


He's Running 
His Business 
Into the Ground 


Fighteen months in the swimming 

pool business and we're really off the 
( > 99 

ground, or should I say ‘in the ground? 
quips swimmer Don Pruess, 37, execu- 
tive vice-president and partner in International Swimming Pool Corp. 
Sales of $1 million from April to December 1956 should leap to $5 
million by the end of 1957 and double in 1958. 


Prime ingredient in Pruess’ plans is the firm’s president, aquatic 
actress Esther Williams, Mrs. Ben Gage in private life. By a royalty 
; 
arrangement her name and bathing-suited figure spark Pruess’ ads. 


Four area sales managers are occupied, full time, recruiting for 
the rapidly expanding organization of 250 distributors and dealers. 
Miss Williams’ familiar figure and an invitation to dealers to get 
into the swim with her have been appearing weekiy in the nation’s 

Business Opportunities’ columns. Pool peddlers have been re 
cruited from such unrelated fields as law and grocery wholesaling. 
Pruess’ own background was in sales management at Eversharp, Inc., 
and International Latex Corp. Even ‘Tom McCann, Mayor of Ft. 
Worth and ex-U. S. ambassador to Colombia, appears on the dis- 
tributor roster for which Pruess’ admission requirement is “success 
in previous undertakings.” 

His preterence is for successful contractors who know exa tly 
what to do with the package of pumps, filters and pool fittings when 
it arrives and can do their own excavating and concrete pouring. 
Other dealers’ dependence on subcontractors forces them to increase 
prices on the vinyl-lined concrete pools in three standard sizes that 
cost the consumer from $4,000 to $6,000. Each dealer is now as 
igned his own county. Continuing membership in Miss Williams’ 
“family” depends on how he measures up to quotas set from SALES 
MANAGEMENT'S Survey of Buying Power. ‘The White Plains, N. Y. 
firm’s best markets: New York, Michigan, Illinois. 


‘Traditionally, swimming pool contracting has been a local or at 
best regional business. But Pruess and his partner, Elliot Keppler, 
have been flooding backyard from Bangor to Burbank.” 


In current ads in The Saturday Evening Post, Good Housekeeping 
and Parents’ Magazine, Miss Williams seeks to establish the two- 
fold message that autumn is home improvement (and pool installa- 
tion) time and that “If you can afford a car you can have this pool.” 
Financing depends on local banks’ interest in pools. Indeed the 
National Swimming Pool Institute predicts that “in 10 years every 
car-owning family will own a pool.” The question of where the 
apartment dwellers will keep theirs is left open. A cue to Pruess’ 
optimism is provided by the statistics that 10 years ago there were 
only 2,000 private pools in the country. By the end of this vear there 
will be 150,000. 


To counteract winter apathy to swimming, Pruess is pushing 
pools in the contest-prize and motel markets. ‘The latter he finds 
virtually untapped. Such contests as Lever Brothers’ recent “Tell us 
where the yellow went in 25 words or less’ may only “consume” 
one pool as a grand prize but many sales can be attributed to the 
whetted appetites of the disappointed losers. 


Next: Preuss and Ernest Dichter are putting their heads together 
to find out what would motivate more American families to jump 
into Esther Williams’ pools. 
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Variety 


We try in our advertising pages to give our readers 


a balanced selection* of quality goods, services, and 


ideas in many fields, and to keep the magazine 
from becoming top-heay vy in any one classification. 


*A publis! principle which |} 


THE 


NEW YORKER 


‘ork, Chicago, London, San Fra » Los As 
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Theres nothing 
SO powertul 
as an idea! 


Here’s how America’s biggest idea publisher 
puts one to work: 


(Watch for announcements of plans of other magazines, 
other media tying in with this program.) 


1. Nationwide excitement check list and entry form. 

Wh it il| b t d will center on Meredith 2. Special consumer pro- 
y | Wi pay you to e represen e ’ through H.1.C.’s contest motion on the contest will 
announcement. January heighten interest in the 


too, in all these Meredith books — cistcria'testure on remot and Succensul Parming, 


n remoc and Successful Farming. 
eling, plus 16-page contest 3. January is a planning 


Meredith of Des Moines « Americas biggest publisher 


| ——— | LeMMiSTMNS ines 
of . “dA i, - 
v I ri } 
7" Pew ‘We - _ ‘ _ ' " 
- » - i ; x 
. ¢ i ‘ . 
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How advertisers 


ae 


PivCHEN IDEAS 


ee eS | 


may tie-in 


yes 


‘ to the contest 


ad ar 


1. By advertising in one, two 
or all three Meredith publi 
cations and in subsequent 
issues of the two monthlies, 
and in other publications. 


2. By using the H.1.C. seal in 
advertising, if the advertiser 
is a member of the Council 
(Membership fee: 1/100 of 
one percent of gross sales go- 
ing into home improvement.) 


3. By making other reference 
to the contest in advertising, 
including mention of the of 
ficial entry form and check 
list bound into 3 Meredith 
publications 


Circulation: 1,300,000 


1958 Circulation: 4,509,000 Annual sales: 250,000 


A 16-page entry blank 
in these famous idea books 
kicks off new ot 


125,000" ee 
“How's Your Home’ Contest 
of the Home Improvement Counci 


— the building industry's major effort for the first 6 months of 1958 


4. By preparing special infor 
mational material to go to 
the entrants 


5. By direct mail to entrants 
whose entries indicate they 
need improvements involv- 
ing the advertiser's products 


6. By arranging to be repre 
sented in the H.I.C. mailings 


Besides building and remodel 
ing projects, the contest in 
cludes many other areas of 
home improvement—exte 
riors, interiors, gardening, 
decorating, appliance group 
ing, solving particular prob 
lems to meet family needa, 
etc. The products involved 
can be anything used in or 
around the home to make it 
a better place to live in and 
enjoy 


For further information, 


contact: 


——o- “amen «opus a mmm em Ns RR RS eS TT ALT The Home Improvement Council 


2 East 54th Street 


month, when families start 
collecting information and 
outlining Spring home im- 
provement projects. 

4. Experience has proved 
January a top contest entry 
producing month. The Jan- 


uary '56 issue of BH&G pro 
duced more than 42,000 en 
trants in the 56 BH&G 
Home Improvement Con- 
test 

5. January issues of all 3 
books will be current for 


manufacturers’ merchan 
dising impact at the Inter 
national Home Furnishings 
Show, Convention of Na 
tional Association of Home 
Builders and other impor 
tant trade conventions 


— 


New York 22, New York 
Plaza 11-7178 


Don Moore, Executive Director 


of ideas for today’s living and tomorrow's plans... 
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3 square inches of 


Dynamite. 


My Pet Gripe 
Won’t someone inspect the very 
low fence in the 3900 block, Dex- 
ter st., Wissahickon? Below this 
is a drop of about 25 feet and is 
very dangerous for children who 
crawl through and over the fence 
and play on the narrow catwalk 
over the great drop below. Or 
must we wait until a child is 
killed? NERVOUS MOTHER 
If you have a Pet Gripe mail 
it to Editor, Dateline, Delaware 
Valley, U. S. A., The Inquirer, 
| Phila. 1, Pa. 


This tiny, daily feature of The Inquirer packs power. Here’s where the “nervous 
mother’ and the “irate taxpayer’ make their feelings felt... about the every- 
day things that annoy them. 


And little things add up. City Hall knows that and, we hear, assigns a fellow to 
watch for each day's gripe. If it ealls for city action, he starts the ball rolling. 


Take the above “gripe.” Less than two weeks after it appeared, the City Street 
Department began building a protective fence. Other things happen, too: new 


traffic lights at problem intersections, streets cleaned and repaired, extra police- 
men on beats. And a concert lover who complained she couldn’t get Robin Hood 
Dell tickets suddenly found herself with fifteen. 

Here is another example of The Inquirer’s impact ... another reason for amazing 


reader loyalty. And this loyalty is readily transferred to the advertising columns 
f this outstanding newspaper. Do advertisers know it? More advertisers place 
more linage in The Inquirer than in any other Philadelphia newspaper. 


a) 
j 
= The Philadelphia Pnquiver 


+... at Sad Gee as am. Now in its 24th consecutive year of total advertising leadership 


c 
‘ 
a) 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by 


YOU CAN’T IGNORE WASHINGTON, if you're 
working up a 1958 forecast for your business! Gov- 
ernment plays too big a part! There's nothing new 
in this observation. It has been true for at least the 
past generation. But government's role will be dif- 
ferent—perhaps even more influential—in_ the 
coming year. So, watch Congress. Watch the Presi 
dent. Watch the bureaus and departments and 
services. In short, watch Washington! 


Regardless of what line of business you're in, gov- 
ernment actions in or before 1958 are almost cer 


tain to affect you in a score of ways. 


What's so different about next year? Well, frankly, 
there are three things that put special significance 
on 1958: 


Number one: When Congress reconvenes it will 
find business and occupational groups asking for 
all kinds of favors, special legislation, direct and 
indirect subsidies. Trouble is, most of these re- 
quests will be for selfish, single-interest legislation 
which could very well help one industry while hurt- 
ing six. Our representatives and senators usually 
have had very little trouble evaluating the pleas of 
various lobbies. However, this year quite a few 
industries could really use some help. And, it would 
be in the economy’s best interest for Congress to 
vote it for them. But the law-makers must be all- 
seeing. They must consider the by-products, the 
consequences, the dangers involved in each act. 
How Congress measures up to this challenge could 
very well determine the course of business, and in 
what industries and in what geographic areas it 


will be best. 


Number two: Also of significance to business are 
the many things now coming to a head in Wash 
ington. Congressional and bureau actions on postal 
rates, mergers, fair trade, taxes, agriculture and 
money could work to materially alter 1958 sales 
and profits. We have, in effect, a controlled econ 
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the Editors 


omy—not perfectly controlled, not scientifically 
controlled—but controlled to such an extent that 
Washington decisions, whether good or bad, will 
reach out and touch every industry, every com 


pany, every consumer. 


Number three: Last but not least, 1958 is an elec 
tion year for most of our Congressmen, Logic in 
legislation will not necessarily prevail. In fact, any 
thing can happen and probably will. So, watch 
Washington! 


ALMOST 1,000 TAX BILLS were introduced in 
the 1957 Congress, and most of them propose to 
reduce the amount that someone has to pay. This 
huge number of bills, it is reasonable to believe 
will bring forth at least a token reduction in some 
taxes next year. Maybe as much as $3 or $4 
billion. 


The Administration has been trying in many ways 
to cut down government spending. It is extremely 
anxious to produce a surplus in the next budget. If 
it succeeds—if a surplus seems imminent—Con 
gress will regard this as an invitation to reduce 
taxes. Knowing this, the President may explicitly 
ask for a reduction in taxes in his State of the Nation 


address. Political advantages are many 


In the 1,000-odd tax bills, Congress is being called 
upon to reduce every tax and to increase every 
exemption. This is apparent from the variety and 
number of bills introduced. Of course, Congress 
cannot cut everything. The Ways and Means Com 
mittee will decide how much of a reduction ts in 
order and then will frame a bill to cover that 
amount 


If there is a tax cut, it will most likely be in pes 
sonal income taxes, Judging by the way Congress 
men have been talking, it will be concentrated on 
the lower brackets. However, and this is surprising, 


sentiment is building up among the legislators for 
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(continued) 


relief on the higher incomes. Alas, there’s not much 
hope tor this in 1958. Most likely, personal exemp 
tion will be raised, helping the “average” voter. A 


traight percentage cut won't occur. 


Some changes in excise taxes are expected, but 
there isn't even a promise that the so-called luxury 
will be 


given up. At least, these industries won't lose year- 


laxes——on luggage, jewelry, cosmetics, furs 


end business, as occurs when people await the 


climination of the tax before buying. 


Pax reductions——no matter in which form or in 
what amount they may come—will be a shot in the 
arm to business. If enacted, the probable date 


they'll go into effect is July 1, 1958 


N.B.: It is quite probable in the coming year that 
rules governing deductible business expenses will 
be made clearer. Clarification, unfortunately, may 


force some people to pay more, not less. 


AMORTIZING YOUR BRAND. When your com 
pany buys a piece of machinery, it usually doesn't 
expect that it will pay for itself the first year. In 
stead, your production people anticipate that the 
savings resulting from the greater efficiency will 
permit them to recover the cost of the machine 
over a period of time, Carefully figured in are the 
amount of investment, amortization costs, the extra 
profit and, therefore, the payout period of the 


equipment 


Building a brand should be approached from the 
same dollars-and-cents viewpoint,” says a recent 
issue Of The Bach Letter, put out by the ad agency, 
Henry Bach Associates, Inc. “You can’t expect to 
get your money back right away. You can’t even 
calculate with precision just when your investment 
will have paid for itself. But you do know that, as 
with a machine, your extra profits will eventually 


be yreater than your original investment. 


“The analogy goes even deeper. You now have 
maintenance costs on your brand that you didn’t 


have before. The first year’s investment serves only 


to overcome consumer apathy, the inertia that the 
public has in respect to a new brand. In order to 
create and accelerate momentum, the lubrication of 
additional dollars is essential. There is, properly, no 
curtailment of investment during the second, and 
succeeding, years. 


“This seems to lengthen the payout period, but it 
also ensures that the brand maintains its effective- 
ness as time goes on. It prevents the situation we 
have seen occur again and again—‘Well, I tried 
building up my brand last year and, while it helped 
sales a little, I really have nothing to show for it 
now. The concept that you can buy consumer 
acceptance or loyalty with a one-shot campaign is 
as out-of-date as the one-horse shay. It just doesn’t 
jibe with the realities of today’s market place.” 


Interesting, if not Significant... 


Miami firm is now selling cologne for dogs under 


such registered names as “Pet-tunia, 
“Sweet-Pee,” and “Scentsation” . . . Even the lowly 


Wag-nolia,” 


scrub brush has come out in modern dress. Empire 
Brushes, Inc., is introducing all-plastic brushes in 
. An auto radio that can 
be slipped out of the instrument panel and used as 
a portable will be optional on the new Oldsmobile 
... 7% of farm families own electric dish washers 


range of kitchen colors . . 


while only 4% of their city cousins have them .. . 


Japan is getting ready to export 100 cars a month 
for sales in the U. S. They are 4-cylinder, 55-horse- 
power, economy sedans. Two test models have 
already arrived .. . Pocket spot remover now avail- 
able for on-the-spot cleaning. Eight foil-wrapped 
felt wicks, saturated in cleaning fluid, are packaged 
in match-book folder . . . Americans bought 50,000 
small German cars in 1956 . . . Disposable soap- 
filled wash cloths are offered at 50 cents for a pack 
of 50. They are made of a sturdy tissue, impreg- 
nated with soap . . . Henceforth, dogs applying for 
life insurance ($5,000 limit) must submit a nose- 
print for identification if they want to be insured 
.. One 
man in three uses an electric shaver; the ratio for 


by the Animal Insurance Co. of America . 


women is one in twenty. 
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Vonadian ble 


No abeas fanmhin Wh dy 


ee es ed 


Cram Yylhe ry Tow 


Take your choice from a variety o 1 cent custom-u apped packa ‘ 


The world’s most wanted gift whisky is now in its handsome 


holiday wrap. ready for you lo give 


ilt of Bee itise capture the li lite 


This year, give the world’s most wanted 
whisky. Canadian Club is waiting for you now snd the moot tistaction of bourber 
it your favorite liquor tore, all dressed up Canadian Clubs distinetive flavor i 


foil, ribbon ind = bow at no extra cost to anybody, whatever his taste in wh 


/ 


rg | Canadian Chub 


e, 
“The BestsIn The House” in 87 lands... 
6 years old + 90.4 proof + imported from Canada 


IMPORTED IN BOTTLE FROM CANADA BY HIRAM WALKER IMPORTERS, INC. DETROIT, MICH. BLENDED CANADIAN WHISKY 


How to get 


an 8-1 advantage 


from your 


advertising 


this tip from Florida’s Port 
Beach. Put your advertising 
vill reach the executive mn 
and industry whose decision 
ales action. Put it in The New 


York Time 


the beyinning of the year, the 
las been seeking to attract in 
to Palm Beach County by using 
tent advertising in The New 


nes and other publication 


’ Let look at a special report 
lorida’s Governor LeRoy Collin 
om Billy B. Burns, chairman of the 


Board of Commissioner 


Vir. Burns reveals that responses de 
eloped from two major areas: New 
York City and State, Connecticut, 
New Hlampshire, Massachusetts, New 
Jersey Pennsylvania, Delaware, 


VMarvland and the District of Columbia 


in the Northeast, plus Michigan, Ohio, 
Wisconsin, Iowa and Illinois in the 


Middle West. 


This advertising, Mr. Burns points 
out, ““was pre-keyed to carefully selec 


ted media 


“The documented results to date show 
that management executive letterhead 
responses cite d our advertisements in 
The New York Times, 8-1.” 

Here is more proof of The New York 
Times unique ability to give plus value 
to a wide variety of advertisers. And 
one more reason why they have made 
The New York Times the advertising 
leader in the world’s leading market 
for 38 years. Is The Times working 


for you”? It should be 


Che New York Times 


s That's Fit to Print” 
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Direct your first advertising 
money lo the people who need 


and can afford your product now! 


L i V { N G is the Time Of Purchase magazine 


FOR YOUNG HOMEMAKERS 


’ 


Surveys show that your first prospects for infrequently) 
purchased home products are families at the 7Zime Of Purchase 
... that short and infrequent interval when need 
interest and ability to buy combine to produce immediate 
sales. When is this crucial time? When young families move 
‘ buying homes, renting homes or changing apartment 
How do you reach these young families? Advertise in 
Living, the only magazine edited exclusively to tell these 
Time Of Purchase young homemakers what to buy 
where to buy and how much to pay. Put your product 
before the right people, at the right time . in Living 


for Young Homemakers, the Time Of Purchase Magazine! 


The Time Of Purchase Magazine 
575 Madison Avenue, New York 22, New York 


A STREET AND SMITH PUBLICATION 


LIVING 


Young families are big buying families today: 


Young homemakers buy... 69%, of ali homes 
65%, of all furniture 
56%, of all washing machines 
62%, of all new cars 
60%, of all refrigerators 
577, of all ranges 
60%, of all TV sets 


Fred G. Litsinger 


ae 


Mr. Litsinger, prominent Chicago | for 37 years and is a steady Daily News 
businessman, has been « Ford dealer | advertiser hecause News ads bring sales. 


TOP-DOWN WEATHER 


It’s sunny skies ahead—real top-down 


weather for the auto dealers who take 


advantage of the big “able-to-buy” market The Inde pe nde nt 


reached by the Daily News. Latest ABC 


cireulation: A whopping 614,098 daily. 600,000 Families . . . Largest Evening Circt 


Monet {RGEST peaee IN U.S. | Busy Plant Fil 
Litsinger Started _ 
37 Years Ago; Now 


Heads 4 Companies’ 


In 1920, when the Model 7 offered buyers any choice of 


color as long as it wa black. Fred G. Litsinget became a 
Ford dealer in Chieago His employes totaled 0. Today he 
employs 180 men ind women, is president of four companies, 
jirector of two banks and Is on the board of several com 
panies And he is one of the ten largest Ford dealers in 
e country 

Here are a few of his titles President of Litsinger Motor 
Company president of Morgan Motor Company, Lincoln 
Mercury dealers; president of Litsinger Edsel Sales Co., 
Edsel dealers; president of Litsinget Car & Truck Leasing 
Company, operating nationally; vice-president and director 
of Marquette Park Savings & Loan Association of Chicago; 
director of Mercantile National Bank of Chicago; treasurer 
and director of Employers’ Association of Chicago 


3 ~ 


And, despite his crowded business day, he finds time to - - — 
serve as president and director of Business Opportunities for, The giant Litsinger plant in Chicago services more than 
the Blind, which he helped to organize In 1941 to give fast trae! 
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FINAL MARKE 
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Newspaper ¢ 
lation in Chicago and Suburbs 


lls City Block Executive Hails 
Powerful ‘Pull 


‘Must Move Cars, Litsinger Says, 


‘And News Ads Bring Sales! 


| 
Fred G. Litsinger of Chicago, one of the 
| . 
‘ten largest dealers in the country in Ford 
passenger cars and trucks, is one of the 
lbiggest and most consistent advertisers of 
automobiles in the Daily News 
He is enthusiastic about the result from a places 
the News Ir ur rganization a arge as our Mr. Lat 
| singer said we have to keep cars moving If they dont move 
| fast it costs us money That's why you'll find the Litsinger 
Motor Company advertising regularly in the Datly 
| These ads have been tested and proved, witt ale 
| traced directly to ther 
ihiaaal Leaders in every business field adverts n the 
300 cars and trucks a day. HM is open 24 hours a day | News because the News reaches a “buyer” market 
k repair service. | able to satisfy their needs with quick buying action 
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JANUARY DIRECTORY ISSUE 


... the center of attention for those who count 


*CONSULTING 
ENGINEERS 


*ENGINEERS ( . 
in INDUSTRIAL PLANTS 


in the 


Industrial-large building 
field 


in LARGE BUILDINGS 


Here's where they * go when looking for sources of supply. 


Phe January Directory Issue of HEATING, PIPING & 
AIR CONDITIONING 


How can you be sures Well, pust ask your customers and 
prospects as we did. 9 out of every 10 of our subscribers (all 
paid — ABC) report they use this issue when specifying and 
buying — in many cases as olten as every week. 


On the right you'll see why. Full of up-to-date, authorita- 
tive material, HP & AC's January Directory is the only com- 
plete, field specialized Buyers’ Guide to this market, 


It makes sense to make capital of such an opportunity. 
Go “all out.” Show your complete line, introduce your 1958 
program with a flourish, list your reps, wholesalers, or branch 
ofhices. In short, play this issue for all its substantial worth, 
Phere’s no better place for EXTRA effort — a spread, mul- 
tiple pages, an insert. 


Regular rates apply ..... December 10 closing date 


Pr iDine & A : 


24 


Dndifioning 
KEENEY PUBLISHING CO. AIR CONDITIONING HEADQUARTERS 


Ter 


An alphabetical listing of all products 
used in this field, and manufacturers 
of each. 

e 
Names and addresses of all the manu- 
facturers. 

. 
A listing of all known trade names, 
cross-referenced. 

e 
A quide to the products advertised in 
this issue and the manufacturers’ names. 

e 


Normal editorial content of a regular 
issue — including the official Journal of 
the ASHAE — plus valuable reference 
data sheets. 


& 6 N. Michigan, Chicago 
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LETTERS TO THE EDITORS 


built-in defects 


Epiror, SALES MANAGEMENT: 

Now that the 1958 car season is 
upon us, many owners of late model 
cars will be asking themselves if the 
new cars will have any noticeable 
improvement in quality. They will 
want to know if there will be any 
relief from the increasingly poor 
workmanship and sloppy assembly 
found in so many of the late model 
cars. 

No crystal ball is needed to see the 
many examples of poor and skimpy 
paint jobs, badly misaligned exterior 
body parts and shiny trim, and quick 
rusting chrome plate on car bumpers 
All these and the many recurring 
mechanical troubles in today’s highly 
complex cars seem to indicate that the 
top managements among the car 
makers know in advance that man 
of their cars leave the assembly lines 
with built-in defects, many of which 
cannot be properly fixed by the sell 
ing dealers. 

Strangely enough, we seldom if 
ever see any mention of all this in 
the newspapers or in the business 
journals. Could it be that the dollar 
volume of advertising placed by the 


. y , : 
auto indust! las Some connection 


vast Hamptor Contr 


more on repeat advertising 


Epitor, SALES MANAGEMENT 

For many years, it has been the 
policy of the Baltimore & Ohio Rail 
road to repeat advertisements, and we 
believe that they benefit rather than 
lose when an advertisement is re 
peated. [See ‘““Who’s Repeating Print 
\ds and Why,” p. 105, Sau 
MANAGEMENT, Oct. 4] 

Just to give you an idea of how 
we work: The advertising is planned 
on a two months’ basis, and during 
each two-month period we have a 
number of subjects to advertise. Cet 
tain subjects will be scheduled in cer 
tain papers in a town and other sub 
jects in the other papers. During the 
following two months, we juggle the 
subjects around so that they appear 
in different papers than during the 
previous two-month period In other 
words, we don’t run the same advert 
tisement at the same time in all pa 
pers, with the possible exception of 
timely subjects such as excursions 
hange of time or special holiday ad 
ertising. 


Phe mai: purpose of thi repeat 
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advertising is to get each subject be 
fore all the newspaper readers in a 
given town, although, of 
preparation costs, particularly in these 


course, 


days, are a major factor in the de 
cision, 


Russell Gray, Ir. 
Vice-President 
The Richard A. Foley Advertising 
Agency, Inc. 
Philadelphia, Pa 


the premium market 


Eprtor, SALES MANAGEMENT: 

I read with more than passing in 
terest Mr. Bell's article in your Sept. 
6 issue entitled, ‘““Things Your Com 
petitors Know Who Sell to Premiun 
Markets Now.” [p. 84] 

Our company has deep roots in th 
premium industry and we are con 
tinually on the lookout for instru 
tive literature which can help our 
men and further their knowledge in 
premium merchandising. We believe 
Mr. Bell’s article to be one of the 
finest it has been the writer’s good 
fortune to read. We would like to 
distribute reprints of it thr 


our sales force 


] W | | ean 
Vice-President, Sales Promotion 
Regal Ware, In 
Kewaskum, Wis 


industrial buying power 


Epiror, SALES MANAGEMENT 

Could we have your permission to 
use the figures involving “Industrial 
Potential by Counties,” relating only 
to the State of Illinois, in the South 
ern Illinois University Business Bul 
letin, a copy of which is enclosed 
These figures are those shown on page 
137-8 of your Survey of Industrial 
Buying Power 


Administration 
Southern Illinois Univer 


Carbondale, III 


? 
PUSTINESS 


& We're happy to give it 


affectation, indeed 


Eprror, SALES MANAG! 
In regard to the 


Your eye on Your 


100 in your Sept. 


[cont nue d on page 27) 


Business 
Gifts 


the whole family 
can enjoy 


lake your pick from these ctw 

gift suggestions from Club Alu 
nakers of the finest in cast al 
cookware. Whether you choose the color 
ful HOLIDAY set 1 stainte Dubs 
porcelain, or the HAMMER 
CRAFT set with 

hammered finish 

wife that will be k 


enjoyed 


on 
we 


Colorful 4-Piece 
HOLIDAY Starter Set 


$29.95 


ul 
frum # 


$6.95 $10.95. 


Gift-Boxed 4-Piece 
"Homemaker" Set 


$5.75 $8.95. \ 


e Premium Division 


CLUB ALUMINUM 
PRODUCTS CO. 


1250 W. Fullerton Ave Chicago 14 
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LETTERS 


you mean to say “affectation” instead 
of “affection” in describing the term 
“stem-winder’’? According to the dic 
tionary, “affection” is defined as feel 
ing or emotion, whereas “‘affectation”’ 
means “an attempt to exhibit or as 
sume what is not natural or real,” in 
this case, rustic simplicity. 

(I don’t go around looking for 
errata in magazines; this one just 
popped out at me.) I wouldn’t have 
written except for the title of the a1 
ticle—it was too good a trick to miss. 


Marilyn V. Knott 
Sales Department 
‘Texas Gas ‘Transmission Corp 
Owensboro, Ky 


& ‘Thanks for catching us on this 


"165 questions..." 
prror, SALES MANAGEMENT: 
Although it is almost a year since 
you published the excellent article by 
Mr. William J. Tobin, titled 165 
Questions on ’57 Planning” ( Novem 
ber 10, 1956), we would like to voice 
our vote for more articles devoted to 
the important subject of planning. 


Leo J. Rickes 
Advertising and Sales 
Promotion Manager 
Adamas Carbide Corp. 
Kenilworth, N. J. 


future salesman 


Eprror, SALES MANAGEMENT: 

My son will be 16 next summer 
and I would like to have him secure 
sales experience in house to house sell 
ing. He has been unusually successful 
in selling magazine subscriptions for 
his school, having set an all time 
record, 

Could you give me the names of 
some companies that might be inter 


ested in a local representative ? 


Joseph V. Brady 
executive Vice-President 
Citizens’ Mutual Automobile 
Insurance Co. 


Howell, Mich. 


& If you will write to J. M. George. 
President, National Association of 
Direct Selling Companies, 165 Center 
St., Winona, Minn., he should be 
able to send you a list of 160 or so 
companies engaged in direct selling. 
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How To 


Epit A MAGAZINE 


Take an acre of technical equipment, ranging from 
a nuclear device (small) through a Textile Laboratory 
large) a Beauty Salon (smells pretty) to a chem lab 
(smells different). Staff it with more than 100 trained, 


curious, qualified minds. Stir with imagination, mix 


with a questioning discontent. 
Results: Often unpredictable, always rewarding. 


This is the image of Good Housekeeping. Aiding 


these dedicated editors are scores of able associates: 


?¢| Krom fifty high chool and coll ge campu cayger young 
rey rtcers giv us the word on what s« if bye ing sung, 


what clothes are being worn, what languag ny spoken 


krom Washington com crop foreca 
home economists to work, planning meal 


ot i pl dicted tood surplu month thead 


Krom specialist ( eld, from Mu 


come authentic reports on what 1: w and good 


Krom top authors—from John Marquand to Herman Wouk 
the best short stories publ shed n America 


rom top person ilities—from lawyer Jos ph Welch to labor 


leader George Meany—come th t, most timely 


artich 


QW And trom reader verywhere come ten f thousands of 
letters that guide us in te lling them what they want to know 


most--about their homes, their fami! , themsels 


the 
lovalty of 11,250,000 readers, and the confidence of 
}1,000,000* women who place their trust in a certain 


Guaranty Seal. 


It helps if you have years of experience 


’ 


if your product should be i ociated with thy 
matchless kind ot editorial support we sugyest you 
call us, today. Good Houseke ping, ‘ th St. & &th 


Ave., New York 


* Guaranteed by Oe 
Good Housekeeping Y 
y oA 


* ‘ 
v 


Yes, MORE NEWS 
and the businessma 


Now more than 900,000 net paid circulation 


...a@ market not duplicated by any other magazine in the field 


SALES MANAGEMENT 


affecting business 


19N...than in any other magazine 


M°* AND MORE businessmen are turning to 

“U.S.News & Wor_p Report” for the important 
news the news happening today which will affect their 
plans and decisions tomorrow 

Net paid circulation is now more than 900,000, double 
what it was six years ago. Why? 

All important news today is news affecting business 
As business continues to grow in size and efficiency, it 
has become more and more sensitive to outside causes 
and effects 

What goes on around the council tables of the world 
can cause a quick and startling reaction in how business 
buys and sells, in its expansion moves and in its invest 
ment plans 

What is decided by the Congress and by the execu 
tive and judicial branches of the Government can move 
up, move back, or substantially change the decisions 
f every business, and of every businessman 

Important news about everything that affects our 
nation, our economy, and our personal welfare, plays 
an important part in helping businessmen make plans 

What business and businessmen decide to do, in the 


light of the important news, has, of course, far-reaching 


America’s Class News Magazine 


consequences for the national economy and for the 
world economy 

Costs, production, sales, and profits, then, are in 
fluenced by all manner of events and developments in 
the news, at home and abroad. As a result, today 
managerial men, whether in administration, produ 
tion, finance or sales, need to have the complexities of 
the important news tied together for meaning and appli 
cation to their own jobs and responsibilities 

The purpose of “U.S.News & Worip Report” is to 
give people this news. It reports what happened that 
affects plans and decisions. It tells why. It reports the 
effects and foreseeable consequences of the news. It 
reports more of this news (4,659 pages of it in 1956 
than any of the other five major news and management 
magazines 

Because of its usefulness, the magazine has attracted 
a big and still growing audience of almost a million 
Three out of four subscribers are managerial men— in 
business, industry, finance, government and the pré 
fessions. They and their wives, who read it, too, are 
the community leaders in thought and buying action 
These people apply the news of “U.S.News & Worip 
Report.”’ They make it work for them in their jobs 
They use it to their advantage in all their personal plan 
and decisions 

Your best customers and prospects read ““U.S.New 
& Worip Report” for information on which they rely 
plan and act. Alongside this useful and important in 
formation your advertisements have their best oppor 


tunity to get attention get results 


For more information on the advertising advantages of “U S.News & Woaio Report 


ask your advertising agency or our advertising offices at 45 Rockefeller Plaza, New York 
20, N. Y. Other advertising offices in Boston, Philadelphia, Cleveland, Detroit, Chicago 
St. Louis, San Francisco, Los Angeles, Washington, and London 
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ANNOUNCING............ 
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1. AVIATION AGE aircraft/missile SYSTEMS — 

ENGINEERING MAGAZINE — redefined in editorial =» 

scope, emphasis and circulation coverage...mow 

exclusively serving the technical information — fh | 

needs of Aviation’s Technical Management _ | os 
responsible for the design, development and | 1958 
production of aircraft and missiles. | ” pueucanon 


2. A new magazine—B 


~~ 


A» © 


3. The annual Aviation Ack RESEARCH AND 
DeveLopMENT TECHNICAL HaNpBooK — the in- 


Publications, 
Inc., 205 E. 42nd Street, New York 17, N. Y. 
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fs 


missile 


. . aqircre¢ 
l. Aviation Lge 


“Missiles” and “High performance military aircraft” 
continue to advance engineering and scientific frontiers. 
And, in most cases the technical complexities of either type 
Weapon System are basically alike. 


In developing either, missiles or high performance aircraft, 
the industry is faced with integrating a great many technical 
areas of knowledge into the end product — aerodynamics, 
structures, propulsion, flight guidance control, armament, 
accessories, ground support, and test engineering. To a large 
extent this holds true also of modern jet transports now on 
the drawing boards and in prototype stage. 


That’s why the industry has adopted “The Systems Engi- 
neering” approach. This “team” approach requires close 
coordination between designers, engineers and scientists 
Each specialist must know his own field thoroughly, but also 
keep abreast of developments in related technical areas —in 
order to integrate his speciality into the team effort develop 
ing the over-all air vehicle. The more these specialists coor- 
dinate their efforts on a project, the greater is their need to 
understand technical areas for which other specialists are 
responsible. The result is broader technical information needs 
by aviation’s Technical Management—men with management 
authority but technical job functions and responsibilities 


Aviation Age has kept pace with these industry 
developments through: 


Redefined Editorial Scope...concentrating AVIATION AGE'S 
entire technical information service on design, engineering, 
and production of Weapon Systems (aircraft & missiles) and 
Modern Transport Aircraft — separating all operations and 
maintenance editorial from the magazine 

Increased Editorial Emphasis on Technical Areas of Growing 
Industry Importance, i.e., missiles, hypersonic aircraft, avia- 
tion electronics, advanced propulsion, space dyncmics, etc. 
Expanded circulation coverage of Aviation’s Technical 
Management —among Military and Manufacturing organi- 
zations—including airline personnel responsible for technical 
evaluation and specifications of new jet transports and re- 
lated equipment. And, separating all operators and mainte- 
nance personnel from AVIATION AGE's circulation 
Retitling the Magazine “AVIATION AGE aircraft/ missile SYSTEMS 
ENGINEERING MAGAZINE’ —to more accurately describe its in- 
formation service to the industry 

Phat ! é LA 


) 


fw 


/ 

Dramatic progress in military aviation is matched only by 
an increasingly important and growing phase of the aviation 
industry — business and commercial Aviation... involving 
companies and individuals operating aircraft for business 
purposes,airlines,airports,service/overhaul org anizations,etc 


With progress in this phase of the aviation industry has 
come new problems — and specialized information needs 
AVAGE's current “Operations Section” deals with develop- 
ments in this field. But, effective January 1, 1958, it will 
become a separate magazine — giving greater operations and 
maintenance editorial service than ever — and greatly ex- 
panded circulation coverage of the field. 


Bustness/COMMERCIAL AVIATION Magazine by the pub- 
lishers of AVIATION AGE, is designed to give men in business 
and commercial aviation information they can “use” in 
analyzing and evaluating aircraft and equipment, as well as 
Operations and Maintenance procedures. This is the type 
information they need in order to run a more efficient, re- 
liable, and safe operation. Specifically, here are the informa- 
tion areas covered in each issue: 


Detailed descriptions and specifications — including flight 
evaluations — of Transport, Business, Utility aircraft, and 
related equipment. 


‘) 


In an industry as complex as aviation, technical reference 
material is at a premium. 

Technical Management men in aviation are constantly 
checking reference data in the process of design, engineering, 
and development of any product of “Systems Engineering” 
—Weapon Systems (aircraft or missile) and Modern Jet 
Transports. 


To supplement its monthly technical information service, 
AVAGE publishes the industry’s only single source of avia- 
tion technical reference material. This is the annual AVIATION 
AGE RESEARCH AND DEVELOPMENT TECHNICAL HANDBOOK — 
published apart from AVIATION AGE. It contains under one 
cover more evaluations and specifications reference informa- 
tion than available through any other source —covering the 
interrelated fields of: Aerodynamics, Materials, Structures, 
Testing, Propulsion, Electronics, Accessory Systems and 
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vA . . . . 
Business 7 Commercial Aviation Magazine 


Studies on improved use of aircraft and related equipment. 
Piloting techniques and procedures—training and proficiency. 
Navigation, Communication, Air Traffic Control, Mainte- 
nance — procedures, techniques, equipment, tools, materials. 


Airport 
methods. 


and Ground operations — facilities, equipment, 
Service operations, dealers, distributors 
Management trends and problems. 


Industry notes, personnel changes and relocations, person- 
ality briefs, etc 


MARKETERS WHO WANT: 


Greatest coverage among the men who recommend, specify, 
and buy products and services in business and commercial 
Aviation — with minimum dead wood or waste circulation 
An editorial environment designed to give the same type of 
information as their advertising sales message — information 
men in business and commercial Aviation can act upon And 
a publication that will get results 


W fir 
thei n" 


a BUSINI CQO 


3. Aviation Age Research and Development Technical Handb 


Components, and Production Engineering. All material in 
the Handbook is packaged for year-round use by aviation's 
Technical Management — completely sectionalized with 
heavy stock dividers, and special editorial and advertising 
cross reference indexes. 


The Handbook is more than just read by Aviation’s Techni 
cal Management men — it is used by them year-round as 
technical reference for... 


Specialized technical information pertaining directly to their 
individual field. 


Trends and data on separate yet related technical areas so 
important to their work in “Systems Engineering.” 


Know 
Charlotte 
by the 
company 
it keeps 


Major distribution center 

of the Southeast, Charlotte 
records 1956 wholesale sales 
at $1,327,633,000.* A 
comparison with your selection 
of the ‘first fifty markets’ 
Should resultin an appropriation @& 
for Charlotte. The record 

also shows WBI Radio 
exceeding nearest competition 
in total audience by 711% 
(NCS #2) 


tandard Metropolitan Area Population 


ource. Cer { j ‘ Dept. of Commerce 
(Pub 


« Hirmingham 
€ 581,191,095 000 
¢ Richmond 


You pm 
fm 


CHARLOTTE, N.C 


NTANDAHED 


OG COMPANY 


Giles Managemen 
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You can't tell where your next market is coming 


from. New industrial developments create factory 
needs that never existed before. Take missiles, for 


example, and learn. . . 


Why She Wears White Kid Gloves 


This is not a laboratory. This 1957 to protect these critical ball 
bearings from dust and other con- 
taminants. 

“Sales to technological industries 
are directly influenced by the degree 
to which we control dust in our plant,” 
says Charles Stanley, Fafnir sales 
vice-president. “It's no tion 
to say that a speck of dust, times 
smaller than the eye can see, can send 
a guided missile off in the wrong di- 
rection,” he points out. 

pairs The gloves are a typical example 
and her co-workers will use in (continued on next page) 


By WILL BARBEAU 


ss 
4 


A 
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The inability of people to live at 
peace without arming themselves with 
such military hardware as missiles and 
rockets has brought some startling 
changes in the way in which factory 
workers go about their jobs. In these 


5. HOT AIR blast dries products, pre 


cedes oil lubrication... 


SALES SIGNIFICANCE: Ball point 
pens, plastic ticket bags needed now 


photographs, taken in the dust-free 
Fafnir Bearing Co. plant, you will see 
the wide variety of materials, many of 
which are new to production industry, 
which are now required to meet fan- 
tastically close industrial tolerances. 


THIS IS control board for filtering, 
conditioning air . 


SALES SIGNIFICANCE: New mar. 
kets for intercoms, pedestals, glass. 


. WORKER’S day starts with stop at 
the shoe brushing machine 


SALES SIGNIFICANCE: Dust-free 
needs call for many new products. 


. VACUUM sweepers constantly bat- 
tle dust... 


SALES SIGNIFICANCE: Needed 
are special devices, floor covering. 


Why She Wears White Kid Gloves (cont.| 


ot old 
new markets 


products which are finding 


Russia’s successful launching Ox 
tober 4 of Sputnik, man’s first earth 
satellite, has jolted complacent Ameri 
ca, which habitually brags about being 
first and best. Prediction: the “heat” 
will be on for more dust-free plants 
typified by white kid gloves. 

The white kid gloves were made 
by the Goodheim Glove Co. of Glov 


N.Y., and 
high-style 


ersville, were adapted 
from a 


Herman (Cjoodheim 


women’s glove. 


president, esti 


34 


mates that sales of the white kid 
gloves to precision industries has “in 
creased 100% in the past 
“And,” he adds, “this growth busi 
ness is important to us since imported 
women’s gloves are taking much of 
the older market.”’ 

It also means more business for 
Jenphil, Inc., a New Britain indus 
trial glove distributor. Phillip Carey, 
manager, estimates his precision in- 
dustry sales to be “up 50% in the 
past two years.” 

Another company riding the crest 


yea “Tg 


of the demand for lint-free factory 
equipment is the Upland Uniform 
Co., makers of dust-proof 
dresses, smocks, hats, and other gar 
ments. According to Carl Johnson, 
Upland sales manager, ‘Equipment 
for combating factory dust in preci 
sion industries is a growing industry. 
We expect to double our sales in the 
next two years.” 

Not only manufacturers and dis 
tributors are finding new business 
service companies are also. Fafnir’s 
kid gloves and dust-proof garments 
are all laundered weekly by the 
Northeastern Industrial Laundry 
Service of New Haven, Conn. 

S. E. Goldstein, president of North 
eastern, has installed new laundering 
machines which are designed to wash 


orlon 
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2. SHE changes into lint-proof smock 
and hat... 


SALES SIGNIFICANCE: Evidence 
of market for dust-shedding items. 


— 


8. DUST counter is used to check 
efficiency in plant 


SALES SIGNIFICANCE: dust 
counters, torque testers required. 


3. WHITE kid gloves complete her 
dress for day on the job... 


SALES SIGNIFICANCE: Shows 


need for equipment to clean clothes. 


9. KEEP traffic to a minimum is by 
word in dust-free plant 


SALES SIGNIFICANCE: Undevel 
oped markets here for intercoms. 


4. MATERIALS are passed from room 
to room through portholes 


SALES SIGNIFICANCE: Dust-free 
plants buy plastics and stainless pans 


10, WHITE KID GLOVES vital for 
dust-free packing of plastic vials 


SALES SIGNIFICANCE: Now you 


see why she wears kid gloves 


and dry garments under conditions 
which will guarantee their dust-proof 
“We wash and dry the 


Fafnir garments under careful tem 


integrity. 


perature controls, and keep them in 
dust-proof rooms. Each garment is 


individually wrapped in a polyethyl 


ene bag for shipment. Our dust-proof 


laundry business is up approximately 
15% in the past year.” 

The products needed by these man 
ufacturers range trom personal gear 
such as dresses, to construction mate 
rials like plastics and stainless steel, 
and heavy equipment such as air con- 
ditioning or ultrasonic cleaning equip 
ment. 

‘The science of dust control is 
still an infant,” says H. B. Van Dorn, 
Fafnir 


technical development man 
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ager. “It’s safe to predict that 75% 
of the nation’s electronic and instru 
ment plants will go through extensive 
remodeling to improve their dust 
control methods during the next five 
years. 

“We think this is a conservative 
estimate,” says Clarence Rosensweig 
Fafnir president, “because of the 
tremendous amount of information 
seeking correspondenc e we ve had in 


the past few months since we an 


noun ed our own new tac ilities ‘I he 


market potential for dust-combating 
equipment is obviously going to grow 

“Before starting to build our own 
dust-proof facilities, we made a thor 


ough study of existing plants, and are 


much indebted to these manufacturers 
for their assistance. One such plant 


was the Western Electric 
Winston-Salem, N. ¢ 

“That is why,” Rosensweig con 
tinues, ‘““‘we are more than delighted 
to tell any and all companies about 
the latest in dust-fighting techniques 
which we've developed, ‘This can have 
an important role in the national de 
lense picture,” 

At 4,000 square feet, Fafnir's dust 
proot compared 
| 250.000 


facilities are small 


to the company’s other 
square feet of manutacturing space 
but highly important nevertheless 
Makers of equipment for dust-free 
installations can draw several con 


clusions from the Fafnir experience 


he market will grow rapidly 


(continued on pages 144) 


50,000,000 Pounds a Year: It's Selling—All the Way 


obviousl 


it reated to administer operations ot a when he left p of the Organi 


1. Milles new 50-million pound polyethylene Chemicals Division. An MI'IT gradu 


resident ol plant under construction at Baton ate with a degree in engineering ad 
American ouge. lo take on the job, Mille: ministration, he’s served his alma ma 
On week resigned trom the company he had ter a president of the Alumni Asso 
find him in erved tor 33 years—Dewey anid ciation \ charming, erudite man, 
paid job \lmy Chemical Co. (also a Grace Viiller speaks foreign languages well 
Chemicals [Division ) He began with them as a enough to get around I urope with 
& Co. He iles engineer then became european ease. He had to be able to make him 
iles representative, european sale elf understood when sales rose or 


I general sales manager and fell on his command ol alien tongues! 
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THEY'RE IN THE NEWS 


BY HARRY WOODWARD 


| Used To Drive A Van..." 


The new president of Allied Van Li 
$50-million corporation that is preparing 
brate its 30th anniversary is an old ti 
yoes back to the electri truck-van d 

chard LaBelle, born in) Minneapolis 
and he started in the business when he 
working for his dad’s company. He often drove 
the van, helped pack china and even dispat a 
the truck! ‘Voday, as head of Allied—whose reve 
nue for the first eight months of this year reached 
$25-million, 14¢¢ higher than last year 
high and president ot LaBelle Moy ny 
Storage Co., Minneapolis, he is a man who love 
Statistic ‘Our records,” he say how that two 
out of nine Americans move each year. October 
is the peak moving month.’ And he is as excited 
as a small boy over Allied’s recent entry into 
air freight. “It means,’ he adds, “we can offer 
the public moving door-to-door shipment by land 

! LaBelle ha been 


ts inception 


Du Pont's Deep Freeze Man § ™ My 
... William A. Bours III is the , & 

Du Pont Company's new director of . * a 

sales for the Freon Division—but as . Yay e : J 


a wag puts it, “He has a warm + ; m 

heart.” Jokes aside, Freon is the pule "iin AEROSOL ge PRODUCTS SURVEYS 
of the bustling aerosol industry which : ‘ % ss 

chalked up a 25% growth last year. ny a 

More than 100 different products are “a - 


available in push-button containers 
But aerosol containers are only one 
of Freon’s markets: ‘There's the 
burgeoning alr conditioning industry 
that uses Freon as a refrigerant in 
many of its units. All of which makes 
Bill Bours very happy. He’s a man 
who thinks the loveliest line on earth 
is the upeurve on his Division’s sales 
charts. A Princeton graduate (he was 
on the freshman football team), 
Bours is a man of parts: He teaches 
Sunday school at his Episcopal 
church, is president of the Wilming 
ton (Del.) Sales Executives Club, 1 
active in the Delaware League for 
Planned Parenthood (he and his wife 
have four children). He took his 
M. S. at Columbia in ’41 joined 
Du Pont the same year, started up 
the sales ladder in 1950 when he be 
came sales development manager of! 


Fine Chemicals Division. 
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The makers of Mother's Cookies have one of the nicest 
ideas imaginable for a year-in and year-out public rela- 
tions program. They entertain groups of children at the 
factory, and, to delight young imaginations, they add 


story book touches to routine manufacturing procedures. 


When it comes to cookies, 3,000 
or 30,000—or 300,.000—kiddies can’t 
be wrong. At any rate, Mother's 
Cake & Cookie Co. in Oakland, Cali 
fornia keeps children very much in 
mind in planning sales programs. 

This independent wholesale bakery 
(largest in the country) turns out 
more than a million cookies a da\ 
besides fruit cake and a number of 
specialty items. Mother’s sales man 
ager, Gseorge Kinst, does not pretend 
to know what proportion of this mam 
moth output, including over 40 dif 
ferent types of goodies, is consumed 
by the youngsters alone. But the man 
agement team is definitely sold on the 
proposition: Never underestimate the 
powers (of persuasion) of a child. 

Ole Waage, general manager of 
the firm, comments: “We all know 
that children tag along on the shop 
ping tours and definitely influence 
what is bought.’ ‘They also look at 
television shows, recognize packages 
remember brands. So... 

Each year, Mother’s plays host to 
some 3,000 children at the Oakland 
plant. 

The company has built a “Cookie 
House” there to receive and enter 


IMAGINATIVE TOUCHES around the 
factory never fail to intrigue young 
visitors. Cookie chute ends are pro 
tected by colored balis with faces. 
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BIRTHDAY TREAT: To celebrate her arrival at the ripe 


old age of three, Gayle Wheatley, daughter of President 


Floyd Wheatley, got to ride a tricycle along with oven 


tender George Stevens. George, on his bike, makes 30 to 


tain then W 

cookies. 
Package 

color and desigt 


here ire 


he It) 


promotior 
that alert 
recognize 
been moppet 
founded in 1914) a 
mers if Mothet 
Very likely 
when Floyd Wheatles 
dropped by to see how 
Vi que W heatles 
out \ business. W 


nt big modert 


in organized 


it’s been 


appreciated 


W aage 


COOKIE HOUSEKEEPER Ann Miller 


wel ymes the young visitors t 


“Cookie House, where each is pre 


sented with freshly baked goodies 
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40 trips daily checking controls on the company’s block-long 


installation of ovens, Stevens telis his young visitors that 


in 21 years he has cycled a distance equal to a trip around 


the world. Children are fascinated by the bicycling baker 


A MILLION COOKIES, every 8-hour 


shift. When youngsters go on the plant 


tour, each forelady explains what's happening at the point on the assembly line 


where she 8 as supervisor. Cookie House is last stop on the tour 


oven cle 
les, This look 
functional 
two 4) toot 


represen 


1 he hildren 


i 
tender 


thre baked cook ire 

yack ving lines they fine 

chute ds decorated with bright 
olores ibber balls with 

1 he ball ir¢ 


ishion the hard chute ends 


functional too 
which 
rdinary tactorw would have 

nore prosaic padding 

lach tour terminates at the Cookie 
Hou ( whe re i 4 ook i Housekeeper 
presents the children with packaged 
iumples of cookies to take with them 
hortly, something more perma 
will be 
igned Tor the you 
by Mother 

lohn W 


the company 


riided i booklet esp 


publi re | iwion 


Fearn 


lorm of 
illustrated 
{ the summer 

hildren 


1 he iverage 


Ti olortully 


vacation me 
groups visit the plant 
throughout he 
two to three visits a week, At 
r, Lhanksgiving and the Christ 
Holidays the number of 
Christmas is a big time 


the plant decorated. ‘| 


i huge Christmas tree in front of 
the Cookie House and smaller trees 
throughout the plant. 

| he Cookie House 


tands out in each oungster s memor 


naturally 


ind a line drawing of it is the brand 
nsignia on the pastel-colored pack 
ive top Ihe house in white line de 
ign, also is imprinted all over the 
ellophane of the packages 

()f course, not every child who 


Mothe: 


ookies can accept an invitation to 


potential consumer of 
the plant. ‘The company distributes 
its main lines along the West Coast 
ind in Arizona; certain products o' 
the 11 Western States; and its fruit 
cake nationally lo 


consumers beyond the Oakland area 


reach young 


the company began two years ago to 
“Vaga 
wnd Show over KCOP. Los An 
geles), which is a film series on what 
might be called 


Children and family groups are shown 


ponsor a television program (| 
} 


living geography 


isiting points of interest access ble 
to them in their locality 

After being televised, the films art 
distributed (minus commercials, but 
with credit lines) to Parent-Teacher 
Asso ation groups. lhis phase ot the 
promotion 1s being more widely and 
energetically undertaken this month 
when the show 
erall i tilable 

lhere is radio advertising too (cre 
(juild, Bascom & Bonfigli 


In San Francisco), but that’s not 


be omes more gen 


ated by 


beamed at the children. 


Point-of-purchase display material 


children, with or without 
to the familiar Cookie 
House sign and mass displays of the 
packages. Seasonal displays attract the 
youngsters and amuse adults as well. 


draws 
grown-ups, 


Just recently, in replacing its trucks 
the baking firm decided to use its big 
fleet wagons to challenge the atten 
tion of children and their elders as 
did the horse-drawn cookie cart that 
took the first Mother’s Cookies to 
market 40 years ago. (The horse was 
named Vanilla, children who receive 
the Mother's story book will soon 
learn.) We doubt if today’s trucks 
have names, but each has a colorful 
picture of the Cookie House on it and 
colors and brand insignia tie in with 
the package tops. 

\ program in the works will add 
child-appeal to some ordinarily dull 
equipment: The firm is adopting a 
bulk sugar storage system with pipes 
to convey this and other ingredients 
‘The tanks 
4) feet high—are to be decorated to 
look like giant cookie jars. Orher 
parts of thé storage equipment will 
be designed to look like big replicas of 
the Cookie cottage. 


to the mixing area. 30 to 


Good Trade Relations 


Ihe trade is kept informed about 
this program and likes it. Grocers 
also have been won over to stocking 
and displaying Mother’s Cookies by a 
polic \ umn hanged since the com 
pany s early days ot assuring abso 
lute product freshness. ‘There is no 
such thing as competing with grocers 
through plant sale of “day-old” met 
chandise, or the maintenance or spon 
sorship of “day old” depots a prac 
tice followed by some bakeries and 
deplored by grocers. 


Production men determine the shelf 


life of each item and the package IS 
code dated. 


Salesmen servicing the 


retail outlets are never allowed to 
forget that sales suffer if even one 
customer gets a stale package. Stores 
are spot-checked regularly to make 
sure code dates are observed by 
drivers and goods are properly ro 
tated. Any merchandise that must be 
returned to the plant is sold to hog 
farmers—never permitted to get into 
trade channels anywhere. 

All of this has added up to steadily 
expanding sales. A _ business that 
began in 1914 with a three-foot 
square oven now bakes its million 
cookies or more a day in a $2 million 
plant financed solely from Mother’s 
own profits up to. 1949. Not too long 
ago a survey showed that sales in 
representative areas ran ahead of com 
petitors by anywhere from 30 to 
S000; and this includes major na 
tional brand competition. The End 
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New Products in the Grocery Basket 


Annual spending tn grocery stores last year totaled 


$39.3 billion—up 6.80 over 1955. Liquid deter 


gents were the most outstanding in percentage of 


sales gain, nearly doubling in sales during the 


12-month period. Fifteen major grocery products 


gained 12% or more; no major product declined 


as much as 15 in sales 


15.1% 


$358 6 


47.3 
1956 SALES IN MILLIONS 
$ 808 
Frozen Soap flakes, Tobacco Aerosol 
fish sticks chips, and snuff pesticides 
powders 


$ 82.7 


6.0°% 6.0°% 


11.3% 
14.8% 


Source: Food Topics, New York, N. Y 
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Hottest Word 


In Sales Today: 


“Marketing” 


“THREE RING CIRCUS” was the reaction of some company 


executives who came alone to NICB’s three simultaneous sessions. 

By GRANT JEFFERY This threesome from Rockwell Manufacturing Co. “had it made”: 

and GEORGE HOOVER left to right, Byron Coon, sales manager, Delta Power Tool Division; 
Lawrence H. Russell, sales manager, Walker Turner Division; and 
F. P. Maxwell, vice-president, Power Tool Division. 


You're wrong if you think: that marketing is broadened 
selling; that you just build a strong sales department and 


entrust marketing to it; or that marketing is any specialized 


activity short of focusing all operations on customers. 


That recent fuss? ‘That skills and top executive talent re 
inion demanding more ad 


quired to orient a company’s whole 
ind elling ettort ! 


operation to sales. 
Revelations like thi by | 


th 


“Since these strengths can only 
come about through a battle for sur 
w sales executives and their staff vival of the fittest or through a 

the National Industrial Confer planned program of executive devel 
ence Board's fifth marketing confer opment, there seems to be no choice 
ence, late last month, in New York's but the latter,” 
Waldort \storia Hotel 


round 


1! exe rive Ice-pre 


one conterence session 
Jammed was told by Leonard ‘T. ‘Thomasma, 
discussions were too director ot marketing, The ‘Todd Co. 
crowded for tables and lived up to Division of Burroughs Corp. “A de 
their velopment program can mean such in 

vreaks. holders of almost creased efficiency, lowered acquisition 


n pirit only. 


ible top echelon and costs and reduced turnover that no 
tle rubbed shoulders with management area would show a bet 
research assistants who usually meet ter return for dollars invested than 
the public only in. statistics and a sound program aimed at making 
graph heir common interest: mar executives more self-reliant and more 
keting. and development of the tools productive.” 

As an example of the complexity 
ot marketing coordination in a big 
FREEDOM FROM DISTRACTIONS, company Everett H. Andreson. vice 
president, General Mills, told a con- 
ference audience about General Mills’ 
use of network television. “Regional 


such as the hoopla, displays and en 
tertainment suites that mark industry 
conventions, was appreciated by con 


ference registrants who spent almost 
10027 


ut ins are costly, and frequently not 
of the time glued in their seats 


possible except over long term sched 
Typical, were: Reginald P. Perry, left, 
general sales manager, UBS Chemical have to pool, under the marketing 
r é 7 p 
Corp., and E. M. Grady of the Western manager, the best thinking of our ad 
Brass operation of Olin Mathieson vertising, sales, and research special 
Chemical ¢ 


ules he pointed out. “Hence, we 


orporation’s Metals Div ts and strike 4 Compromise hazard 


ing an out-ot stock position in certain 


errr 
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ee 
THE CUSTOMER has a problem and Ed Gill, left, market 
manager, Minnesota Mining & Manufacturing 
The gripe “My kids use up 


COULD PLASTIC containers hurt cardboard cartons and 
cases the way steel cables once cut into the cordage ing services 
industry? Ivan D. Wood, right, vice-president in charge of Co., has no ready solution 
sales, Old Dominion Box Co., ponders this possibility with Scotch tape like mad,” is registered by John P. Bennett 
Henry Wedemeyer, director of sales, Singer Sewing Ma manager, market research and planning, Bulldog Electri 


chine Co., Wedemeyer has his own headache: Japan Products Co., Division of |-T-E Circuit Breaker Co 


in order o obtain the step ol the wa Coordination 

must have in certal key t man tactors involves cal ul ited ul nswer ha been 

ireas—still recognizing that Ihe big job of t marketing pplements. On the 
test-Teeding CDo 


rer is to minimiz the K tg ny I | { | 


nitely second best General Mills cropped 
We'y gy il hat informal aft 
the Waldort 


imternoon 


Ken: 


less than pertect coordination 1s def 


ivailab 


Barnum knew t 

ou 

lore $ Irom the 
You can s em only when the When onl 
circus is IN town. ‘The time for ma open tor 
mum sales is when the weight ot con that 

sumer advert ng is at its peak. B broiler 


fter the Mills 


have ' 


fore of 


re sponsible 


the coordination, and only he who 
achieve it i point here 
finally 
tained throu i il a single 
who has i ary @Cxp 
background seasoning tf 
xecute with 


ionable in industr 
ind it has its place I 
eral Mills executive con 


: : 
coordination of sales and 


U. S. BUSINESS has no right to appropriate the term “American business” for 
itself, maintains Leslie Wainwright center, advertising manager Molson’: 


Brewery (Ontario) Ltd., Toronto. Giving him no argument, are Robert M. Archer 
4 


essentially a central fu 
function that cannot be 
an electronic computer 


} 


h left, general manager Board Division, Canadian International Paper 


t n, or a 1 
les. There , Montreal, and John T. Wooley, general sales manager, Hygrade Container C¢ 


rions rescal fal 


of how-to-do-it ru 
man actions and decisions Montreal, who was “glad no time was devoted to Uncle Whiskers 


OCTOBER i8 1957 


‘STEP IT UP, MEN,” Sidney J. Clark, right, generai sales engineer, Otis Elevator D. W. Widmayer, left, vice-president, 
Co., hurls over his shoulder in a typical display of the enthusiasm that pervaded Keasbey & Mattison Co., listens to a 
proceedings at National Industrial Conference Board’s marketing conference member of his team, Hanford Gruher, 
Hurrying after him to roundtable session are Frank Wingate, center, sales manager, market research, during a 


manager for Otis’ New York zone, and C. H. Hoffman, New York service manager five minute standing break. 


therealt panies in marketing trouble were not The data-filled speeches riveted 
represented on the roster of speakers majority of participants in their 


emphasizing his point with a prize in a way that is rarely seen at con 


ng gesture. he maintained. “I'd like entions with the attendant distra 
} 
i 


how an underdog is fighting tions of displays entertainment sul 
it right now, or how ; ind smoky rooms where the real bu 
was in trouble did get out ness is conducted Sut O'Neil and 
horter iddy-faced gray-haired \MIayer were far from alone in the 
DO pointed out that service is t feeling that accumulating facts is not 
key factor for keeping out « enough. ““Time spent and money in 
lav’s ‘“‘funnv’”’ market ested on marketing information that 
not used is just so many dollars 
out the window,” observed Willian 
we can never forget we are ; W. Roche, Chicago district sales 
organization O'Neil was ving age! Binks Manufa turing 


Lhe nature of our custon 


protection produc ts 1s 


‘Salesmen are nervous guys and don't 
like conferences, but for all this in 
formation to be worth anything to 
| 


hes But the service department 
the Hall Ch forgotten operation most 
Ohio, confided “Sse Jur company 


of one-te , , y i t now for closer in us it has o be chewed over mn 


department hammered out both here and back 


going to have a bigger voice home. ‘There we have to translate i 


} ervice operations he Into poli ies, prices, services and oul 
| crs si t ‘ . , one 
department closest to produ pray painting equipmen 


| he result we hope fo) compressors and cooling towers. y ul 
$720) million volume our might think that selling these items 


100 salesmen brought in in 1956 will would involve the same factors any 
' blossom into $40 million in five vears where, But we have found it so im 
mill but mit For their purposes, O'Neil and portant to discuss regional influences 
fora busine .) \laver tound the conterence § ad that we have stopped holding 2 
ue eubiesd ahs dresses too long, its discussion periods eral sales meeting for our 18 branches. 
nm between William | too short. ““Uhe name ‘roundtable ip The need for constant liaison be 

iles manage \ plied to these sessions, is a misnomer tween all those involved in a job, “‘as 

tomat prinklet ». of Amer Mayer interjected. “A dozen or so close to the scene of action as Poss! 
Youngstown, Ohio id his assistant men sitting around mulling things ble,” was introduced at one of th 
William Mayer big-voiced over could get a lot further faster floating corridor conferences by C. H 


Viaver, was maintaining that con i¢ maintained Hufnagel, assistant to the manager 
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they Buy More because they Have More! 


@ Whether it's shot guns or pop guns, you can’t miss in a concentrated metro 
politan market which spends over $25,000,000 for vacations* each year... which 
tops the national average in general merchandise sales by 79.4%... and in which 
the families have an average annual income of $6.882! With this high level of 
income, it’s no wonder that 65.3% of the families* own their own homes in greater 
Indianapolis . that over 20% have more than one car* .. . that 93.1% own life 
insurance!* Whatever you're selling, you need Indianapolis. Write for complete 


market and circulation data. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR < 


One of America’s largest, 
richest markets ... where 
your advertising message 
can be delivered 385,000 
times each day by two 
of America's greatest 


newspapers. 


YOUR FIRST TEAM FOR SALES IN INDIANA 


THE INDIANAPOLIS NEWS Vii 
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Ohio Railroad He displa ed par 


manager of mat 


to do the work in on planning as 
early as possible; having each analyst 
arry two to four projects simul 
taneously with a weekly review of 
the direction they are 
taking, and the 


monthly reports to interested depart 


their progress 


problem involved ; 


The word “Pump” has been deleted 
from the corporate name, he ex- 
plained, to end rumors of a merger 
with International Nickel Co. that 
would produce pumpernickel. 

“We fully expect to learn some 
thing here that we can put into ef 


irrenth ments facilitated by a master research 
etting up j ich a department 
till elasti« enough 


that | hope to be back in time to ur 


plained that +& © | r 


fect immediately,” said Michel. “All 
our former separate departments such 
as advertising, sales promotion, and 
research, are being consolidated under 
a marketing manager. This should 
eliminate a lot of inter-departmental 
bickering and enable everyone to give 
closer attention to pursuing the sales 
dollar. This could save us quite a bit 
of money. In the field, straddle sell- 
ing has already concentrated most 
products except air conditioning un 
der one marketing umbrella. Tech 
nical assistance is rendered to our 
jack-of-all-trades representatives by 
product specialists.”” Sales are curving 
sharply towards the $200 million 
mark and Michel sees every reason 


control chart for which each re 


Arrangement are searcher contributes his own time 
schedule three or four weeks in ad 


put into ractice ince 
ple my izing ma Reorganization is also underway at 
vithin department Worthington Corp., added Earle R 


lar ! ! t to Hufn Viichel 


people wl ire actuall ditioning and refrigeration division 


manager of sales, air con 


ONE OF A SERIES 


for this trend to continue. 

In another hall huddle, slightly, 
more guarded 
pressed by Walter Samson, new mat 
keting manager, Burnham Corp 
Irvington, N. Y. “Business looks 


better for the remainder of this year 


optimism was ex 


and should improve much more next 
year thanks to new home constru 
rion. But this year’s total volume 
may be slightly lower than last year’s 
$15 million,” he predicted. “Overall 
the building industry on which we 
depend for are sales of boilers and 
shrank 13% last 
year. But our 100-year-old company 


other materials 


managed to make a slight profit even 


in the depression.’ 


More Money; Moves Slower 


Did Samson come to the confer 
ence with a particular question he 
hoped to get answered? “No, mainly 
I came just to see how the other half 
lives. But if there is one particular 
challenge that business must face in 
the next few years, it is how to loosen 
up all the tight money. People have 
more than ever before but they're 
holding on to it. We must find a way 
to get it into circulation.” 


salutes 
LESTER MARTIN 


President 
BATES MANUFACTURING CO 
MOJUD CO. INC 


' e in the Samson was pleased to note that 


the admiration of col speeches and corridor discussions con 
Burnham Corp.'s 
ideas and methods such as distribu 
tion among salesmen of IBM tabu 
lations on their customers’ volume. 


H rise to eminence 


firmed many of 


tio Alger tradition at its best. He 


vely heads elever mpanies and is a guiding 

three other He also contributes to the 
id esteem f the Textile Industry by his . 
In one passageway, a group of Ca 


nadian conference members was to be 


at activity, and he devotes hi: 
eisure time to his outstanding « collection which has 
rought him additional renown seen discussing their pleasant surprise 
1956 Mojud Company, In 


ales meeting at the HBH 


held their annual at the fact that almost no meeting 
time was being devoted to Washing 
ton and Uncle Whiskers. Robert \I 


Archer, general manager, Board Di 
vision, Canadian International Paper 


' 
t 


Mor. e JOHN MONAHAN 
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through th 


equipment 


handled in separate sal first head 


but rec ently 
ntralized 
| verything 


re 


John | ‘ W ool 
Hygrade 


commented 


and his customer were 


| > 
sales manager erations marketing has our we 


general 
Co., Montreal 
t | absences 


] , 
Almost otal 


tainer been one depart stomer. lo start 


mn) the 
difte 
ana 


} 
the 


pn ri vl 
that 


a Ission 


believe 


promptly 


ol in nent 
ing procedures i 


and 


! 
the honestly 


typical 0 


shows wt on 
to be 
lustry that producti on p 
largely been licked marketing 


become the central problem stomer than with one t 
Murder new custo! with ser 


omers nad an trouble th 
Donald A. Gaudion Lhe ‘no t 
president, [he Ptlaude tine 


strant no difterent 


market iere 
north 
border ( 


little 


rence in 


(thi 

, laint ' 
Comipiallh you 
ship 
it has 
prod 


ha 


fl 


roblems 


i lt “{ im 
advertising south It seems and vip 


tant serviced a 


However, there was and build a tight relation with 

of the Madison Avenue 

ertising world in the dress 
Ls Wainwright 

nanaper Molsos 5 B 

that his 

Farrell 


Company 


sO 
} 
gestion h neve 
and bea wi youl! 
LT 
slic rouble tome! 
} ving think r prod 
l‘oron ce in his buying think your pi 


\\ miterence 
Stee nuch 


learne d 


rewery 
Mar n 
The 
anada Hamilton Wa 
lhe Blessed Ab 


Shoe promotioi 


ana 


ibout 
¢} 
soline berore nie 


to regi from any othe: 


compatriot 
market 
of C 
led to comment 


the 


ver to your Competitor 


that if » nurs re cu the way | | 
} 


research enjoyed DY 


0 ight ga 


on tomer o1 ugh compression engin 


sence ol Suede 

adve 

Poised at 
this 


? 
Bennett 


sing boy . 
t the 


same 


and 


a Staircase dl 


John 


top ot 
break 
Inanager market research 

Bull Dog Electric 
sion of I-T-E (¢ 


ing was 
and planning 
Products Divi 
Breaker Co., Detroit. He 
to have been arrested in flight by 

fellow Detroiter, Edward Gill, mat 
keting ser department, Minne 
sota Mining and Manufacturing Co 
Although both disclaim that there 
was product promotion or selling 
the con 
that he 
3M ’s 


use 


iT ull 


appt ared 


VICES 


any 


going on behind scenes at 


ference, Bennett conceded 


was an important customer oft 


“My 
ad he 
the 


thro igh our not 


Want to project 
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hat 
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COMMODITY 


Total Retail Sales 
Retail Food Sales 
Retail Drug Sales 
Automotive 

Gas Stations 


Furniture, 


‘ 


ure, 


Household Appliances 


CLEVELAND 


26 ADJACENT 


CUYAHOGA COUNTY 


(000) 
2,247,897 
549,318 
85,930 
382,082 
120,031 
124,695 


COUNTIES 


i Buying Powe 


(000) 
1,999,804 
484,163 
55,457 
390,920 
157,081 
102,572 


r, May! 


TOTAL 
(000) 


4,247,701 

1,033,481 
141,387 
773,002 
277,112 
227,267 


Akron 


Canton ar 


dy 


are not included in 


above Sale 
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CARS 


advertise in 


Newsweek 


‘arest pump regardless of brand. 


Yes, a complaining customer can be 
made into your best customer.’ 

In a whispered conference behind 
a pillar, while his boss was speaking 
Alan Lee of Johnson & Johnson 
made a point which he thought more 
important than much of the discussion 
“Sales 


efiort has to permeate a whole busi 


to be heard in the corridors. 


nes he claimed 
from H. M 
president up there on the platform 
Honestly, | am surprised how smart 
he is. | thought it wasn’t Poole but 
his staff who were the experts on ef 


“T am learning that 
Poole, Jr our vice 


fective selling. But we could benefit 
all along the line by better observance 
of his suggestions. A good selling job 
at the supplier's end of the distribu 
tion pipeline is not enough. Inven 
tories must be kept moving right to 
the final 


purchaser, without any 


clogging. 


Spreading the Top Man 


\s often happened in informal dis 
issions at the conference, Lee’s re 
marks echoed sentiments which were 
ilso he ard at 
David S. Miller, vice-president, mai 
keting, Kawneer Co., called for the 


influence of the top sales or mat 


another roundtable 


keting man to be felt at every point 
n the company’s operation. Provoca 
tively, he maintained that the top 
marketing executive must be a con 
only he must merit the confi 
of all. ““He must also be a big 
time operator atl @asy spender and 
i influence peddler, influencing the 
whole company toward today’s broad 
marketing concept Lhe top man in 
sales faces the greatest opportunity ot 
his business life, and it’s based en 
tirely on his ability and his willing 
nes fo give hi cooperation rather 
than Wanting just to receive it.’ 
Again, Lee's good humored disci 
ion of his boss’ abilities was reminis 
ent of a talk by Roy A. Bradt, vice 
president in charge of sales, ser 
Maytag Co 
which he maintained that one of 


and advertising, 


definitions of a good executive 
Cine 


round 


who is smart enough to sur 
himself with men who are 
smarter than he is. If he is the right 
kind of an executive he will get credit 
lo! having men like that and unless 
he is just plain incompetent and 
jealous or of a vindictive nature, hi 
job is not in jeopardy However, hand 
in hand with this goes the need for 
good human relations a good under 
standing ot all employes and. their 
problems and the ability to get along 
with them. [On that basis] no sales 
executive should fail o1 hesitate to 


hire a man for fear that man is smart 


enough to put his job in jeopardy. 

In subsequent discussion of Poole’s 
talk, corridor commentators kept try 
mg to retell to each other a joke 
which he had told. As recounted by 
Robert J. Himmelright, Jr., assistant 
to the president The Monarch Rub 
ber Co., Hartville, Ohio, Poole had 
described a young man who was last 
to board a crowded elevator and was 
unable to turn around and face the 
doors As he looked above the heads 
of the people facing him, he said, 
‘Suppose you're all wondering why 
1 called you together here this morn 
ing.’ Himmelright, who said he was 
enjoying “rubbing shoulders with the 
bigshots,”’ seemed to be impatiently 
awaiting his next encounter with a 
crowded elevator. 

Reclining on a loveseat, awaiting 
lunch in the Waldorf’s Starlight 
Myron Grover, advertising 
manager, Reading Anthracite Co. 
and S. A. Fuller, manager of market 
Jones & Laughlin Steel 
were discussing the changes 


Roof, 


resca;»e h, 
Corp 
that make today’s selling more difh 
cult, shifting 
product emphasis, and population and 
income distribution. “Jones & Laugh 


production — facilities 


lin is catching its second wind and 
will be back in pitching. | wonder 
if more efficient marketing, and more 
accurate research and analysis, will 
ever bring about a stabilizing of pro 
Imagine how we could cut 
costs and build employe relations if 


duction 


we could avoid the hurry up and-wait 
of today’s seasonal production cycles.” 


Need More Salesmen 


Another observation of change was 
made by R. K. Robertson, general 
manager, LaPrairie Brick & ‘Tile 
Montreal, talking to James J. Me 
(jonigle, Commercial Research Divi 
sion, U. S. Steel Corp. “We rec ently 
have gone trom a buyer to a seller's 
market 
lem wasn't selling 


Four months ago our prob 
but distributing. 
Now, all of a sudden, we've found 
ourselves in a seller’s market with too 
small a sales force. We have three 
salesmen and need six, as well as a 
market resear her, although that term 
sounds pretentious tor a small com 
pany.’ 

Graham H. Milner, New York 
district manager, ‘The Philip Carey 
Manufacturing Co., could be heard 
during a meeting break declaring that 
too many participants were looking 
lor a non-existent Magic formula. 

Inevitable comparisons were drawn 
between the American Management 
Association's recent Conference at 
Colgate University (See SAaLes MAN 
AGEMENT, Sept. 20) and NICB’s 
marketing conference. Among those 
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All postmarks are actua / re productions 


Grit sells! That’s why 


it ranks sixth among magazines 


in new-car lineage* 


Auto advertisers and their agencies know that you Grit Reader Survey demonstrates that Grit-adver- 


can't sell America unless you sell the nonsuburban tised products have 


a profitable edge in Grit- 
small towns reading small town 

That's why they schedule healthy Grit cam 
paigns. For Grit is a weekly habit in 16,000 small 


towns coast-to-coast. Of its 850,000 circulation, 


Your consistent big space Grit Campaign W ill cost 
less per year than a single color page in one issue of 


some mass media. This low-cost advertising invest- 


59° is concentrated in towns under 2500. Here is ment 1s sure to pay youa big dividend in extra sales! 


America’s least exploited market because it is 


hardest to reach yet itis highly profitable when 


Grit P ishing Oo lhia 0 4 epresented | Scolaro, 
cultivated Meeker & Scott in New Y« hicago roit, Phil 


adeiphia, and by 
Grit will sell for you, too. Year after year, the Doyle & Hawley in 
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5244,000,000 
RETAIL SALES 


CREDITED TO THIS 
RICH NINE-COUNTY 
MARKET OF THE 


LAFAYETTE JOURNAL and COURIER 


This well balanced market, with the highest farm income in 
Indiana, plus well diversified industry, produces a high level of 
spending through the entire business cycle. To take advantage 
of the record spending in the Lafayette Market you must 
advertise in the Lafayette Journal and Courier. 


LAFAYETTE TT Fiver 
WEST LAFAYETTE or: JOURNAL aN KEOURIER 
INDIANA Member of Federated Publications 


Indiana's Best = , REPREGENTEO NATIONALLY BY 
Balanced Market SAW VER FERGUSON-WALKER COMPANY 


.». Wwe design 


‘TuFide ..... 


to look better, last longer! 


Your sales case helps create an impression 
of you, whatever you sell, wherever you 
#0. So it’s just a case of good salesmanship 
to carry a Turipe Sales Case. It always 
looks neat, new and businesslike. Turipe 
looks like leather feels like leather 
outwears leather 5 to 1. Costs far leas, too 
Over 150 styles and sizes at stationers and 
department stores. Or we'll custom-design 
‘TUPFIDE cases to your specific needs. 


Unconditionally 
Guaranteed Five Full Y ears 


STEBCO, Dept. A-43 Name 
1401 W. Jackson Bivd., Chicago 7, Il 
Please send more facts on 
Turwe with FREE book Addres 
let of sales tips City & Zone 


Compan 


plumping for the smaller groups and 
freer discussion of the AMA session, 
were Henry Wedemeyer, director of 
sales, Singer Sewing Machine Co 
Frederick 5. B. Hare, eastern region 
al manager, and William A. Young 
ster, eastern division manager of 
Ortho Pharmaceutical Corp. Wede 
meyer was joined at lunch by Ivan 
D. Wood, vice-president in charge of 
sales, Old Dominion Box Co., and 
Edward Caldwell, administrator of 
market evaluation, Radio Corporation 
of America, who elaborated the 
thought that today’s average execu 
tive has quite enough information 
about quite enough things and his 
time is far too occupied with con 
sideration of unimportant matters. 
Caldwell’s feeling was that “‘priority 
should not be given so much to gath 
ering new data, as to judging the per 
finance and relevain e ot available in 
formation, itS accuracy and its use 
fulness.” 


Don't Be Too Arbitrary 


In a specific application of this 
iew, Robert L. Fairbank, vice-presi 
dent, T’owmotor Corp., told a round 
table session that “Many companies 
go wrong with their sales setup by de 
pending too much on geography, in 
stead of market potential in their as 
signment ot sales territories. You can 
be too arbitrary. Local sales repre 
sentatives have friends and follow 
ings in their territories. This is im 
portant, and these human relations 
have to be taken into consideration 
It may not be wise to make a change 
ust when business conditions would 
indicate that you should. You may 
have to wait for circumstances to de 
velop which make it quite obvious 
that a change is necessary. In other 
words, this decision for action can 
not be made on a purely statistical 
basis. ‘he perpetual question must 
always be borne in mind—is this ter 
ritory living up to its sales potential ? 
If it is not, what should we do about 
it in the light of all existing condi 
tions?” 

His sentiments were echoed late1 
by Leonard Loufek, assistant to the 
vice-president for marketing, West 
inghouse Electric Corp. amidst com 
ments about the hard seats, Loufek 
could be heard likening the across 
the-board experience to be found at 
this conference with the wide range 
of experience within Westinghouse 
itself. “But it is the decisions based 
on all this information that count, he 
maintained, ‘For instance, Westing- 
house still has to work out a satis 
factory way of getting home office 
men into the field more regularly and 
field men into the home office.” 

The End 
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This ad—another in a year-round promotion in 
national magazines—reminds consumers to look for the 
Yellow Pages emblem in advertising. You can display this emblem in your 
advertising when you use Trade Mark Service in the Yellow Pages. 
Together they will direct more sales to your local 
dealers and distributors. 


a | | Find Your | 

, earest Dealer 

This . In The 
ge Yellow Pages 


emblem 


in 
advertising 


guides you to the 
Yellow Pages 


where advertisers list their 
local dealers for your 
shopping ease! 


TROY, 
NEW YORK 


NOW HAS 


FULL 
RK. O. P. 
COLOR 


Add this impact 


to your sales story. 


Total Troy City 
Zone Sales 


$155,245,000 


City Zone 
Population 


130,100 


THE RECORD 
NEWSPAPERS 


THE TROY RECORD THE TIMES RECORD 
TROY, N. Y. 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Deere & Co... . 
C, R. Carlson, Jr., elected 


marketing division, 


Diamond Crystal Salt Co. . . . 
Spencer S. Meilstrup, v-p and gen 
eral sales manager elected a director. 


D-X Sunray Oil Co... . 
Stanley D. Brietweiser named v-p 
in charge of marketing. 


Federal Tool Corp... . 

kd W. Goetz becomes sales man 
ager, National Premium Accounts 
Sales; Norman R. Nielsen promoted 
to sales manager, Premium Sales. 


Fleer, (Frank H.) Corp... . 

John A. Blake, formerly national 
sales manager, upped to director of 
distribution. Frank C. Dunn_ takes 
over national sales manager position, 


Ford Motor Co... . 

Walter J. Cooper named general 
sales manager, Ford Division. Suc 
ceeds Charles R. Beacham, recently 
made a \ p and assistant general man 
ager of Ford Division. 


Grace (W.R.) & Co... . 

William M. Rand,  Jr., named 
sales manager of chemical specialties 
departments and Carroll F. White 
sales manager of container department 
of Dewey and Almy Chemical Co. 
Division, 


Life Insurance Co. of No. 
America... 

Donald L. Hopkins named director 
of sales promotion, 


McGraw-Hill Publishing Co. . . . 
Prentice M. ‘Vhomas appointed 


publisher of ‘Textile World. 


Peter A. Frasse & Co... . 

Lester FE. Brion, Jr. elected to ex 
ecutive v-p; new post. John D. Drum 
mond to v-p and general manager of 
sales. 


Southwestern Plastic Pipe Co.... 
Charles B. ‘Turner appointed di 
rector of sales. 


Stewart-Warner Corp. . . . 

Marvin Hobbs joins company as 
director of marketing for Stewart 
Warner Electronics 


Underwood Corp. .. . 
David H. Burrell, tormer v-p of 
operations, named general sales man 


ager. 
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Great giftidea No. 2 


IMPORTED 


CZ 
Madan © 


Great gift idea No.1 


Give Hiram Walker's whiskey, pre 
gift-wrapped and topped with a 
Sasheen” “Magic Bow"’ 


Spark your gift line with the 


sales-making 


Sashein 


‘Magic Bow"'! 


Hiram Walker's Canadian Club and Walker's DeLuxe 

two fine whiskies two fine ways to say “The Season's 
Best’ to your business list. So easy for you to give, too, 
because each comes pre-gift-wrapped in a_ beautiful, 


re ady to-go pac kage 


What's more, this year as last, Hiram Walker will make 
holiday sales history. Each package will have a Sasheen 

Magic 
G. € 


Bow’ to add the glamorous touch that made 


and Walker's DeLuxe a sell-out last Christmas 


Whatever the 
it will have far 


You can set season's sales records, too 


product you sell—if it has eift appeal 


magic of the 


more eye and buy appeal if you pre wrap with Sasheen 
“Magic Bows” 


The ‘ Magi Bow 
machine-produced (we'll be glad to show you how) in 


quantity on the Sasheen S-10 “Mavic Bow” ‘Iver. It will 
make up to 120 glamorous “Magic Bows 


is available pre fabbed, or it can be 


pe I hour 


in many styles and multi-colors. Use either gleaming 


Sasheen® or lacy Decorette®—the “Magic Bow” ribbon 
Write for infor 
mation now: Ribbon Division, 3M ¢ ompany, St Paul 6 


Minnesota 


that can add sales magic to your wilt line 


Magic How’ « 


Minnesota Mininc ano MaNuFacTuRING COMPANY 


. «+ where Research is the key to tomorrow! 
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Can Automation in 
by Increasing Sales and 


Here’s the answer... yours for the asking 


Just as ingenious tools increase 
production per man in the plant, 
they will increase production per 
man in the field. You may get some 
of the best ideas you have ever had 
in the Slide-Chart Idea Starter Kit 
offered free on the opposite page 


What is a Slide-Chart? 


A slide-chart is a simple device 
precision-manufactured from paper 
or plastic—that puts product facts 
it the fingertips of users, prospects, 
and salesmen. In one move of a slide 
your slide-chart 
can select equipment 


or turn of a disc, 


solve mathe 


General Motors 
(Chevrolet 
Oldsmobile 
Frigidaire 
Delco 
Hyatt 

Ford Motor Co 
Mercury 


Lincoln 


Masonite 
Caterpillar 
Anaconda 
Hotpoint 
Swift 
Armour 
Timken 
Crane 
Roebling 


hrysier Corporation 
Chrysler 
DeSoto 
Plymouth 
Airtemp 
Armstrong Cork 
Goodrich 
Goodyear 
Firestone 
Prudential 
Hartford Accident 
Minneapoli } Honeywell 
Square D 
Actlied Radio 
Came! Cigarettes 


Motorola 


TWA 


sendix 

Phil idelphia Gas 
Vickers 

Stewart Warner 
Electrovox 
Gabriel 

Fuller Brush 
Railway Express 


Skelly Oil 


Chi ago Sun Times 
Thor Ritter 
Rockwell Mfg Axelson 
Servel 

Line Material 
Crosby Gage 
Electrovoice 
Sprague Electric 
Chicago Screw 
Electric Autolite 
Excello 

Lake Chemical CIT 


United States Steel 


A Few of the Many Hundreds 
of Perrygraf Repeat-Order Customers 


Bethlehem Steel 
Rebublic Steel 
Jones & Laughlin 
Procter & Gamble 
Union Carbide 


Libbey-Owens-Ford 
Owens Corning Glass 


Business Week 
Cincinnati Milling 
Douglas Aircraft 
United Airlines 
American Airlines 


Pan American 
North American 
LeTourneau 
Shartle Bros. 
Gleem Toothpaste 


Mutual Benefit 


Baldwin Locomotive 
Yale & Towne 
Penton Publishing 


Seng Hardware 
Fashion Frocks 
Lewis Shephard 
Missouri Pacific 
Aircraft Marine 
Lincoln Electric 
Armco Steel 


Monarch Mtg Avco-Crosley 


Hyman Seat Cover 


matical or engineering problems, tell 
a sales story graphically. 

Custom-designed to fit your sales 
program, your Perrygraf Slide Chart 
is true automation in selling. It can 
increase the production of your sales 
force, in at least 6 ways: 

By building a cream prospect list. 
20°, of the units in any market rep 


resent 80°), of the buying. A list of 


such prospects will enable you to 
focus selling and advertising where 
it will be more effective. Such a list 
can be built in a few weeks’ time, 
for a few cents per name by offering 
a slide-chart (in mailings and publi- 


AT&T 

Standard Oil 
General Electric 
Westinghouse 
Zenith 

IBM 

Royal Typewriter 
Sperry 

Allis Chalmers 
Alcoa 

Munsingwear 

Wyeth Drug 

Pfizer 

Merck 

Mead Johnson 
Mallinckrodt 

Smith, Kline & French 
U.S. Gypsum 
Ralston Purina 
Hallicrafters 
International Harvester 
John Deere 

Sears Roebuck 

U.S. Rubber 

Borg Warner 
Western Union 
Kaiser Aluminum 
Barber Coleman 
Capper Farm Publishing 
National Underwriter 
Cities Service 
Combustion Engineering 
Disston Saw 

Ansco 

American Weekly 
Lennox Furnace 
Belden Mfg. 

Pratt & Whitney 
Ballantine 

Kearney & Trecker 
Union Bag 

Granite City Steel 
American Bras 

Bell Telephone 
Carpenter Steel 


cation ads) as bait for informative 
inquiries. By relating your slide- 
chart to your product, you get top 
appeal to prospects — with no ‘‘curi- 
osity’’ response. One manufacturer 
substituted the slide-chart approach 
and built a list in four weeks’ time 
that formerly required 100,000 per- 
sonal calls and ten years’ time. 


Give your salesmen a useful 
“door opener” and “conversation 
piece’’—in response to inquiries, or 
on cold calls. 


Slide-charts inject your product 
and necessary data—at the buying 
moment. You'll get direct orders and 
requests for salesmen’s calls from 
prospects who have and use your 
slide-chart. 


Suggest related equipment along 
with the primary purchase. This in- 
creases the order —at no additional 
sales cost. 

By presenting your sales story 
graphically, a slide-chart can replace 
5000 words, and spread the story 
nationally in a few days. One equip- 


Slide-Chart Designing 
is a Job for Experts... 
Call on Perrygraf 


A slide-chart can inject a powerful 
punch into your whole sales and adver- 
tising program. But to be most effec 
tive, it must be simple and easy to use. 
Operations must reduce to one or two 
simple movements of the fingers. 
Manufacturing craftsmanship must be 
accurate 

That is why leaders in every field 
many with large engineering staffs of 
their own — turn to Perrygraf for design 
and manufacture of slide-charts. 

Perrygraf Corporation, originators 
of slide-charts, has produced more than 
16,000 different designs, and holds more 
than 6,000 copyrights. 

You will be surprised at what a 
molehill can be made from a mountain 
of problems. And Perrygraf design will 
save you money, too. Just tell us what 
you would like your slide-chart to do, 
how you are handling the problem now, 
ind about how many you might use 
We will tell you promptly, at no obliga 
tion, how it can be made, and what it 
would cost 
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Selling Increase Profits 
Selling Costs? 


Cutting 


ment manufacturer substituted a 
two-ounce slide-chart for a 500-lb. 
working model— made every sales- 
man an active demonstrator — and 
gave every prospect his own model 
for a dime a copy. 


Make expert salesmen out of 
order-takers — your own sales force, 
jobbers’ salesmen, retail sales peo 
ple. Salesmen give prompt, accurate 
answers to questions...inspire con- 
fidence...often close sales before 
competition can respond to inquiry. 


Keep your product sold by 
showing customers how to use prod- 
uct correctly and get maximum 
value and satisfaction from their 
purchases. 


Can Automation increase sales 
efficiency and cut selling costs? The 
Perrygraf customers listed here 
answer that question emphatically 
YES. By using Perrygraf-designed 
and-produced slide-charts to pro- 
vide fast, accurate answers to ques 
tions, these companies sell more 
and sell more efficiently and eco 
nomically. The result is more sales 


per salesmen — at lower cost per sale 


And you make an extra, direct 
saving with Perrygraf Slide-Charts! 
Slide-charts 
nomical 


simple, compact, eco- 
replace expensive data 
sheets, handbooks, and catalogs... 
at far, far lower cost. For example, 
Perrygraf Slide-Charts have re 
placed 400-page manuals...350-lb. 
demonstration samples...and elab 
orate catalogs —all at substantial 
savings 


“Our Slide-Chart cost us less for 
10,000 copies than we've spent on 
many trade paper ads,”’ one enthu 
siastic user reports 


So get the facts about Perrygraf 
Slide-Charts. You'll enjoy the actual 
samples and case histories... the col 
orful illustrated booklet. Write for 
your Perrygraf Idea Starter Kit to 
day! 


PERRYGRAF 


SLIDE-CHARTS 


Quick Facts for Stronger, 
Simpler Selling 
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JUST 
PULL 
A SLIDE... 


OR TURN 
A DISC 


What IS a Slide Chart? A Perrygraf Slide-Chart, at the pull of a slide or the turn 


of a disc, 
selects the right item 
shows how your product operates. 


gives information needed to specify your product 


One simple operation 


.solves essential engineering or mathematical problem 


GET ALL THE FACTS ABOUT SLIDE-CHARTS 
.-- QUICKLY, EASILY AND FREE 


pam ne 


Wile if Jatt 


jou 
r. 


You're the expert on slide-charts 
when you have this handy file folder 
custom-assembled to fit your industry 
Write for your free Idea Starter Kit 
you'll get it by return mail. 


The Slide-Chart Idea Starter Kit 
is loaded with ideas and informa 
tion—all the facts and material you 
need to put slide-charts to work 
for your company. It’s colorful and 


interesting...and free. 


Actual samples and case histories 
in your field...simple how-to-plan 
form...colorful illustrated booklet 
on Slide-Chart design and use 
Remember — Perrygraf, originator 
of slide-charts, handles your design 
needs from raw figures to finished 
job. Write for your FREE Slide 
Chart Idea Starter Kit...today. 


PERRYGRAF CORPORATION 


Founders of the slide-chart industry 


over 6,000 copyrighted designs 


Dept. $-107, 1503 Madison Street — Maywood, Illinois — Fillmore 3-0233 


Dept.S-107, 150 S Barrington Ave.—ios Angeles 49, Calif.—Granite 2-954] 


Sales Offices in Principal Cities 


THE MALE IS SHAPE-ORIENTED 


Packages, products, ads designed to ap 


THE FEMALE IS COLOR-ORIENTED 


In contrast, packages, products, ads for 


peal to men should emphasize form women probably should emphasize color 


Why the trend to "Mood Packaging"? 


Mood packaging’ is simply the attempt to communiciate a 'feel- 


ing’ about a product by means of the design, size, shape or texture 
of the package itself. Mood packaging substitutes the soft sell 
for the Socko-Geewhiz-Now Hear This! approach. Instead of shout- 
ing, the package whispers, creating a ‘mood’ in the mind of the 
consumer—a mood in which (s) he can more readily be lulled, even 
seduced, into making the purchase," say Lippincott & Margulies. 


People See More than Meets the Eye 


By J. GORDON LIPPINCOTT and WALTER P. MARGULIES 


By now, that ancient axiom 
ny i believing has been at least as 
thoroughly discredited as Ben Frank 
lin’s admonition that an apple a day 
\lmost any 


person kn WwW 


keeps the doctor away 
normally intelligent 
that the eye Lines of 
made to look 
ot the Same size can 
Straight, 
parallel lines can be drawn so that 
It all depends on 
what you do in the areas around them. 


| hese 


ilways had relevance to package de 


can be tooled. 
equal length can be 
Circle 


be made to appeal di similar 


unequal 


they sccm to curve 


ign, and package designers have long 
ul ed the basi prin iples involved itt 
order to make their packages look 
taller, or longer, or bigger all ’round 

whichever 
at the time But only recently have 
become 


designers curious not just 


ibout what people see, but about why 
it is that 


things they do 


56 


simple eye toolers have 


seemed most desirable 


people seem to see the 


There is plenty of evidence that 
more than meets 
the eye. We ran across this tendency 
recently during a study we did on the 
subject of consumer reactions to oil 


people tend to “see” 


This disclosed that 
something as simple as the identifying 


company signs. 


symbol used on a gas station sign can 
markedly affect the way consumers 
judge the parent company on such 
criteria as the cleanliness of its rest 
rooms, the quality of its products, the 
friendliness of the service even the 
honesty or dishonesty of the company 
itself. 

Clearly a package design can be 
expected to evoke a response no less 
strong than a gas station sign. And 
just as clearly, the kind of image a 
package evokes in the mind of the 
viewer and what it is about the 
package that evokes the image is of 
vital importance to all who are con 
cerned with the sale of packaged 


good 
prone Ss 


In their search for answers to the 
why of seeing, designers have sought 
help not only from the fields of biol 
ogy and physiology, but from such 
diverse fields as psychology, sociology 
and the behavioral sciences. The things 
they are beginning to find out about 
human perception are likely to have 
as profound an effect on the design 
of consumer packages as the discovery 
for instance, has had on 
physical packaging. 

Some of the laboratory research in 
the field of perception has a direct 
straight-line bearing on package de 
sign. “lake, for example, studies con 
ducted at the University of Michigan 


of plastics, 


utilizing a motion picture composed 
of abstract geometric shapes—circles, 
superimposed 
on colored backgrounds. During the 
course of the test film, the geometri: 
figures progress across the screen to 
ward the observer's left, while the 
colors progress toward the observer's 


squares, triangles, etc. 
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All these roads 
lead to profits 


me | 7 
_ MICHIGAN 


‘ INDIANA ~ oe ERIE 
C@— 


es 
TOLEDO 


‘ 


9 

Iz 

FORT WAYNE 1° 
J | 


Location is one reason why Jackson is a profitable market. Easy 
access to wanted merchandise makes mass markets and profitable 
sales. All roads from north, south, east and west lead to JACKSON, 
MICHIGAN, the hub of central-southern Michigan. 
Main paved highways enter Jackson, Michigan, from all points 
of the compass. The city is located 72 miles west of Detroit and 208 
miles east of Chicago on the main line of the Michigan Central 
Division of the New York Central system. 
Most of the 179,190 people living in the ABC retail trade zone make 
Jackson their shopping center. To reach these people with your sales 
message, only Jackson Citizen Patriot, daily and Sunday, can do a com 
plete selling job for you. With 96.8%, of this newspaper's circulation 
concentrated in this area, it is easy to understand its pulling power. 
Ask the Booth man for more information about the roads that lead JACKSON 
to profits in the thriving Jackson, Michigan, market. CITIZEN PATRIOT 


Ww beatae icing on 
ROOTH NEWSPAPERS 


NAW WIN 


NATIONAL REPRESENTATIVES: A.H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave Chicago |! I, 


Superior 7-4680; Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward |1-0972 
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SAN DIEGO- 
YOUNG GIANT MARKET 


1956 Furniture, 


Household, Appliance Sales: 


$65,649,000°° 


San Diego — Young Giant Market of the 
West — ranks 19th among the nation’s 
262 Metropolitan County Markets in 
furniture, household and appliance 


Che San Diego Union 


ANNO 


EVENING TRIBUNE 


bigger than 


Kansas City, Missouri . « $60,797,000 
Denver, Colorado . . .. . . & @ 58,085,000 
New Orleans, Louisiana . eo se 52,132,000 
Seattle, Washington. . . . . .. . 50,897,000 


San Diego — combining the responsive vitality of youth with the 


seasoned stability of age — offers you a rare sales opportunity. And 
this Young Giant Market is sold best through the 83% saturation 
coverage of The San Diego Union and Evening Tribune 


Sales estimate opyrighted 1957 Sales Management Survey of Buying Power 


Further repro 
duction not licensed 


tc danat a: 


SS 
] Hor ( n Di ) 
The Ring of Truth 5 netown’’ Newspapers covering Son Diege 
California Northern Iilinois Springfield 


COPLEY newspapers | 


and Greater Los Angeles 
Served by the COPLEY Washington Bureau and 
the COPLEY News Service 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
eRiamtabaMe to 


et ae 


right. People taking the test are asked 
to tell simply whether the film gives 
the 


impression of movement to the 


left or movement to the right 
Sounds simple. Almost ridiculously) 

so. But this simple little movie has 

made it clear that men respond to 


Not all men 
or all women; but, generally speak 


form, women to color. 
ing, the male is shape-oriented, the 
female color-oriented. This will prob 


ably 


but it does have important impli¢ a 


ome aS no surprise to most men 


tions for manufacturers, advertising 


people and package designers. It sug 
gests, tor instance, that packages, ads 


and products designed to appeal to 


men would do well to emphasize 
form; those designed for a female 
audience should probably emphasize 
color 

"Imbeddedness" 


A different kind of with an 
equally direct bearing on package de 
sign involves the “imbeddedness” 
studies conducted at the State Uni 
versity of New York under the d 
rection of Dr. Herman Witkin. 


A typical test in this series consists 


test 


of a simple geometric design say, a 


triangle and next to it a complex 
figure which contains the simple de 
sign but so organized that the original 
“imbedded.” Sub 


jects are asked to pick out the simple 


design is hidden, o1 


figure trom its complex surroundings. 
rather, the 


first, to 


To do so, the eye or 


“mind’s eye” is forced 


“hold on” to the original. figure, and 
then to “break up” 


in order to find if. 


the complex figure 
In short, it is a job 
of visual analysis. 

Some people can find the original 
figures in a few seconds. Others take 
longer. A few find the 
impossible. Clearly 
lus reaching the eye is the same in 


job totally 
the visual Stimu 


each case. ‘The difference is perform 
ance, then, can be accounted for only 
by differences in the personalities of 
the 

have 


viewers. And, as repeated tests 
people who find it diff 
cult to break up a complex field and 


“see out 


show n 


the original figure within 
if are very different kinds ot people 


from those who find the sarne task 
relatively easy. 

Just how different they are was 
spelled out by Dr. Witkin. Accord 
ing to Witkin, the person who has 


difhculty finding the original figure 
: . IS a person who experiences 
difficulty problems 
which require a similar kind of ana 
lytical ability. He tends to 
other people by external or 
ficial characteristics rather than 
on deeper motivational attributes 
Personality studies have also revealed 


great in solving 


ju lge 
super 


SALES MANAGEMENT 


KLEEN-STIK’ DUBL-SGiih 


7-Up display courtesy of Hutcheson Studios, Omaha, Neb. 


The Mayic Tape 
th dozens of NEW HEAVY-DUTY P.O.P. USES! 


HERE’S THE TAPE you've been waiting for—to help you do so 
many jobs that ordinary tape just couldn’t do! “DUBL-STIK”’ is a 
thin, tough film, double-coated with a special colorless, 

translucent, extra-strong Kleen-Stik adhesive. The result is a 
versatile two-sided tape that holds even relatively heavy displays 
and other items. 


To apply, simply press on like any other transfer tape— 
DUBL-STIK bonds instantly to practically any surface... 
porous or non-porous materials .. . flat or irregular shapes. 

Then peel off the backing, and presto! —there’s a second adhesive 
face .. . ready to stick tight on walls, windows, counters, etc. 


DOUBLE the Benefits of KLEEN-STIK Pressure-Sensitive Performance! 


@ STICKS TIGHT on any smooth, clean surface: Giass, Wood, 
Plastic, Metal, etc. 


_ 
\ © SELF-STICKING — needs no glue or water. 
\ @ ELIMINATES tacks, staples, etc. 
sToRY \ @ QUICK, EASY APPLICATION — apply tape, peel off backing, 
” . press in place. 
: DUBL-STIK is available in 2", %", 1", 1%", and 2” widths, in 
for full rolls 72 yards long. Wider widths on special order 
od 
KLEEN-STIK PRODUCTS, INC. 
A Pioneers in Pressure-Sensitives for Advertising and Labeling 


7300 West Wilson Avenue * Chicago 31, Ill. 
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QUALITY 
PROTECTED WITH 


REYNOLDS WRAP 


ALUMINUM 
PACKAGING 


More and More ievoceenieU ly: 
Shoppers know Shoppers want 


The Reynolds Wrap products that carry it! 
Aluminum Packaging Seal... 


83.3%... that’s the recognition figure in a recent nation-wide survey conducted by a 
leading market research organization for Reynolds. 83.3% of housewives contacted q 
knew the Seal on sight...up 11% over last year. 9 out of 10 of these women could 


" " 
remember where they had seen the Seal. And, most important, 7 out of 10 said they Disneyland, 
preferred products carrying the Seal. Asked ‘“‘Why?”, they replied: “For freshness’, 

“The product is protected”, “It’s a guarantee of quality.” ABC-TV. 


That is sales power... proven sales power! And it is being continually bolstered by 

network TV, national magazine advertising, indoor and outdoor spectaculars, in-store L 
promotional displays and the endless parade of packages bearing the Seal. 

Consumer impressions to date total more than 13 billion! 


Watch Reynolds 
all-family show, 

Put this proven sales power to work for you! Call the nearest Reynolds Sales Office “Disneyland”, ABC-TV Network 
all principal cities. Or write Reynolds Metals Company, General Sales Office, 

Louisville 1, Kentucky. 
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such a 


person to be basically passive 
and dependent on others. . . . His 
judgments ‘about a social issue art 


very likely to be 


others say, and he 


Ny by what 
s likely 


contorm 


to change 
his judgments to with 
others.” 

Again, and in women are 


less adept at finding the figure than 


general, 


men. And since this holds for women 
from every social and educational 
level—and for women of many varied 
nationalities and backgrounds it 


would seem to follow that this method 
of seeing is something peculiar to the 
female of the species generally. 

‘To package designers — and others 
marketing produc tS to 
laboratory test like this 
immense 
but a step, after all 
tory to the 


involved in 
consumers 
can be of importance, [ft is 

from the labora 
market, and from 
simple geometric ‘designs on a card to 


super 


a group of packages in a store. Per 


haps products aimed primarily at 
women buyers should be packaged 
containers ot 


“different” size, shape 


or surtace design so that they do not 
easily become imbedded in the ovet 


all pattern of packages on a shelf. 


“Without Awareness" 


Another current 
into how and why people see involves 
the study of 


area of research 
“subception,” or “per 
without This 
amounts to seeing an object without 
consciously realizing that it has been 
seen at all. 

Tests 


ception awareness.” 


this field by 
means of the split second exposure of 
slides (pictures, 
indicate that the 
off those which are 
charged with emotional overtones for 
the viewer. ‘Thus it would probably 
take longer for Subject A, 
recently experienced the 
loved one, 


conduc ted m 


symbols ) 
mind tends to block 
stimuli 


words or 


visual 


who has 
death of a 
to recognize and identify a 
containing symbols of death 
than it would Subject B, who has not 
gone through such an experience. The 
tact 1s, that Subject A does 
‘see’ the same picture as Subject B 

and in the same 


pic ture 


of course 


amount of time. His 
mind simply resists 
act ot 

This has been proved by tests which 


included 


performing the 
recognition. 


measurements of the ib 
skin 
ing of the palms, for instance) simul 
taneously with his verbal answers 
‘Time and again, when an emotionally 


ject s galvanic response (sweat 


charged scene or symbol was flashed 
on the s« reen, the subject would insist 
he saw nothing. The galvanic re 
sponse, however, was immediate, in 


stimulus 
sure enough, but that 
“mental filter” 


that the visual 


reached his eye, 


dicating 


some sort of prevented 
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it from registering on his conscious 
mind, 
For packagers th impli ations of 


these sub eption experiments are ob 
vious. A 
store for a box of soap flakes and a 
loaf of bread. Just those 
En route to the soap and bread sec 


housewife may go to the 
two items 


tions she passes dozens of other pack 


ages which she does not cons ously 
notice, and which she would later 
vigorously deny having “seen.” In 
spite of this, the fact that her eyes 


were open, even if her mind is closed 


means that she may be unconsciously 


approving rejecting 
away in her memory 
made by other packages on the shelves 


These 


turn 


storing 
Impressions 
UNCOTISC ious HNpPressions, in 
may markedly influence her sub 
sequent behavior toward these prod 
ucts, 


A highly insidious extension of this 


technique was pointed out by Vance 


Packard, 
Persuaders.” 
“An idea 
mentally, is to slip sales messages on 
short bits of film and 
them into conventional 
TV films. The 
that the 
scious of seeing it or hearing it. The 


Hidden 
Pac kard 


least experi 


author of “The 
According to 
being tried, 


incorporate 
movies and 
message goes by 
so fast viewer is not con 
however, 
allegedly do hear the message. It is 
claimed that following the use of this 
technique have 
cannot 


subcons ious eye and ear, 


there been increases 
which 


accounted for.” 


in sales otherwise be 

A still deeper exploration into the 
question of why people see what they 
study of 
communication in packaging. Results 


see involves the symbolic 


of these studies are 
be seen in the 


now beginning to 
notable 
the increased use of 


trend toward 
“mood pac kag 
ing.” 

In brief, 
to communicate a 


this is simp] the attempt 


feeling’ about a 
product by means of the design, size 
shape or texture of the pac kage itself 
Mood packaging substitutes the soft 
sell for the So« ko-( 
| his! approas h. 
the package 

in the 
a mood in which he can more read 


ily be lulled, es 


ing the pure hase 


seewhiz-Now Hear 
Instead of 
whispers 


shouting 
creating a 
“mood” 


mind of the customer 


en seduced, into mak 
If for instance the package suggest 
lightness and the care-free 
childhood 
use of color it might be fine for party 
balloons; it would 
priate for a box 


gaiety, 
world in its design and 
bal arcely be appro 
containing, Say, a 
hypodermic syringe. On the other 
hand, a design which suggests stabil 


okes a feel] 


might be ~ right 


ity, integrity—or which ev 


ing of confidence 


tora medical or drug produc 


Size and texture enter into this 


BIG NEWS 
, in FARM | 


CLIP 
AND SAVE 


PAGES 
133-135 


K*KKKKK 
HOW TO SELL 


()UALITY 


i6mm. SOUND MOTION PICTURE 


More than 10,000 salesmen hove seen 
this film. Sales managers like i! be- 
cause it provides an effective answer 
fo today's “price problem’ and is 
tailored to fit any product or service. 


A COMPLETE MEETING PACKAGE 


W& You get a comprehensive meeting 
guide which supplies a 
oviline for oa quality 


complete 
meeting 
featuring this film 


7 You get o set of colorful 
size posters to ‘dress up 
ing room 

% You get 

follow through 
tribution at the 
wards 


display 
the meet- 


sample of an effective 
booklet for dis 
meeting or after 


Extras at nominal cost 


You can buy or rent a print of HOW 


TO SEtL QUALITY. Details, plus our 
new film catelog, mailed on request 
Write to 


HEADQUARTERS 
DARTNELL Feaprren 

TRAINING FILMS 
| __ 1060. Ravenswood * Chicago 40, I 


ee “aa. 


SYRACUSE, NEW YORK FORT WORTH/DALLAS 


Action Reports 
from National Advertising Agency Network 


are factual capsule reports of the type and quality of action the clients of National Advertising Agency Network 
are getting every day! Ask yourself can your advertising agency give you these exceptional services? 


bien 


WASHINGTON, D.C j MILWAUKEE, WISCONSIN 
| = ET 


The Advertising Agency Network of RESULTS 
NAAN osyhaccusr, NEW YORK NAAN port WORTH/DALLAS is Evans & Asso 


t: bor a qua lery manufa clat Assignment: Scout exceptional regional market tele 


turer aplor om listril tesult wh ision buys for work clothes manufacturer. Results NAAN 
LAAN on , | il ret ' it wwel Philadelphia affiliate tied down program availability between 
Phvathac double header handled detail bounced area 


t + rat il les il curve upward 


NAAN wi \siiINGIroN ; arene NAAN. \iii WAUKEE, WISCONSIN is Hoffman & 
& A t nment 


\ Creat Th ial develo York, In \ nment: lor a manufacturer of radio-televi 


sion parts, wanted media readership study among service shop 
of mate proprictors. Result Basic media pattern was considerably 
ial, on f which wa ractical " ‘ rim of indus revised after NAAN affiliate juestioned service shops on 


trial development t ’ ‘ buying habits, publication preference 


National Aavertising Agency Network 


607 NORTH GRAND AVENUE, ST. LOUIS 3, MISSOURI 


Serving Advertisers for 25 Years 


Write NAAN headquarters for dramatic case history collection. 
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business of symbolic communication 


t 


oo. A small expensive-looking pack 


ige suggesting luxury 


craftsmanshiy 
ind preciousness n ight prove an ex 
ellent salesman for a wristwatch 

On the 
munication in 
bara Kaye 
\Viarket 


that a pat kage les onl Ine’ 


subse t of 


1 
symbolic con 


, 
AT 


Miss 


directe 


packaging 
senior project f 
Planning Corp., points out 
tably evokes 
in emotional sponse in the viewer 
esulting ittitude toward the 
| I n range trom the ex 
ible to the othe 
orable 

Kaye it the 


ed: “S 


extreme of e 
Viiss 


) 2 
| rin iple Ss 


psy¢ holog ( il 
involy essful syri 


bolic communication in 


“should 


evoke feelings which can 


pat kages 


she says excite impulses or 


readily be 
gratified by the product enclosed 


I 


there must also be communicated 

guarantee that the excited impulse, o1 
evoked feeling will not be emotionally 
discomforting ot 


socially embart iS 


sing tor the ewe! 
Other research « 


duc ted into the 


rrently being con 
why of human per 


eption may be of significance 
For 
originally de 


N 
avy aircraft 


would 


yreat 
to package designers example 
the “memory drut 
veloped for Air 


recognition 


Force 
training, seem fo 
have a very pertinent application to 
the dey elopment of easy-to-remember 
but-so-hard-to-forget package designs 
Similarly ze constancy” exper! 
why it is th 


look the 


whether the 


ments (which explore 


some objects fend to Sarne 
size no matter 


to the 


ire ¢{ lose 


viewer or tar away may ha 


nm important influence on 


fut ire 


packaging for products displayed on 

super market shelves. 
Chroughout the 

thinking about the way 


body o rrent 


ommon then e 
Witkin Lhe 


} } 
} te 
h has shit 


there runs a 

pressed by Dr 
cern in percept ial reseat 
in percept ial phe 


trom an interest 


nomena to an interest in the perceive! 
We are 


iat what a person sees is less depend 


coming to underst ind 


r} 


pon 


ent on what there is to see than uy 


the kind of person the ewe! 
In sum lifterent 


cditte t 


since people nave 
different need 
ibilities in 


Té elings 
adapt ng 0 


- 


with the world around them 


they “see” in a package design will 
aftect each of them in different 


| his in 


designer 


turn, means that 
“does to a bag 
box of soap flakes or a tu 
take 


hopes 


paste must inevitabl 
ount the deep seated 
tions and needs of peopl 
‘To return to the be pinning 
as it is a simple matter to make 
line Jook longer than anothe 
changing the visual irround 
is a relatively easy 1 tter tor 
competent designer today to 


look 


mast iline 


( | ent’s AC kage lar rer 
| z f 


carefree, more 
anything else. ‘The question 
now ask is look 


signer must 


is right, or most near rom 
the point of view ot 
from the 


esthetics 


from the 


point of 
and important 

point of ‘w of the 

chology and personality of the Iti 


mate consumer. The End 


PECEOR ERODE RECUR EOOEE RECUR EOOCEER GOEL EROGUEEROOCEEEECCEEEDUEERECUEEEROUUEEERCEERECCOEEOOTEEEEOCOEEEOTEE EEE 
One Man's Nuisance Is Another Man's Profit 


Suppose sales 
whose job it 


} 


iwout elling 


dealer 
cap tor auto tire how wo 
about 
who | t ob is B 
Dill Mar 
Not only 
sell th 


to ch inge the 


1 " 
*veland 


dealers to 


vho 


OCTOBER 


be reaped through valve cap sale 
Dill, like its 
boxes of five 


If the dealer 


compet tors 


prepack 

iges valves for 

will bother 

omer tire he 

pot a miss 

pro pect rep 

box ot five 
} 


on Nand 
Says Dill 
his 


now 


enrs 
proht 
Lhe firn that 
1utomobiles ser I 
re excellent prosper 
ent iter 
Chance 
{ps (there 
ot prod 
tem But 
produ t, of the 
not earning 
“Dor 


thre 


The National 
Advertising Agency 
Network 


Call The NAAN 
Agency Nearest You 


for Action! 


Alabama: Birmingham 

Robert Luckie & Company, Inc 
Alabama: Mobile 

Morris Timbes, In 

California: Los Angeles 
Mogge-Privett, Ine 

California: Oakland 

tvder & Ohleyer, Inc 

California: San Francisco 

Garfield Advertising, In« 

Canada: Montreal, Toronto, Edmonton 
Ronalds Advertising Agency, Ltd 
Colorado; Denver, Colorado Springs 
Galen E. Broyles Co., Ine 

District of Columbia: Weshington 
lienry J. Kaufman & Associates 
Delaware: Wilmington 
John Gilbert Craig Ad 
Florida: Miomi 
August Dorr Ass 
Chicago 
Buckley & 
IHinois: Peoria 

Mace Advertising 
Indiana 
Louis I 
Indiona 
Caldwell 
lowa: Cedar Rapids 
Ambro Advertising 
Kentucky: Louisville 
The Mullican Company, In 
Lovisiana: New Orleans 
Whitlock, Swigart & bs 
Massachusetts: Boston 

The Reingold Compan 
Michigan: Grand Rapids 
Webber Advertising Age 
Missouri: Kansas City 
Carter Advertising A 
Missouri: St. Louis 

Prench and Shield 
Nebraska: Lincoln 

Galen bk. Broyles Co 

New York: New York 
Hazard Advertising Co 
New York: Syracuse 

black Advertising Ag 

Ohio: Cleveland 

Carr Liggett Ad 

Ohio: Marion 

Howard ‘ nh 

Oregon: Portland 

Cole & Weber, Ine 


ertising 


wiat Ad 


IHinois 
Robertson 


Fort Wayne 
Wade, Ine 
Indianapolis 
Larkin & Sidener-Van Riper, In 
Des Moines 
Amency 


Pennsylvania: Philadelphia 
The Ullman Org 
Rhode Island: Providence 


George T. Metcalf Compan 


nization 


South Caroline Greenville 
Henderson Advertising 
Tennessee Memphis 
Merrill Kremer, In 
Tennessee Nashville 

> e Advertisir As 


t ford Adverti 
Texas: Dallas, Fort Worth 
var & A t 
Washington: Seattle, Tacoma 
Cole & Weber 
Wisconsin’ Milwaukee 
Hot ne& Yor 


sEE ADVERTISEMENT ON OPPOSITE PAG 


National Advertising 
Agency Network 


407 NORTH WAND AVE 


ST. LOUIS 3, M 


t 
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PACKAGES WITH AN “AIR” are important elements in the merchandising 
scheme of things behind GF’s new line. They were designed by Josephine Von 
Miklos. Product illustration is based on an old technique developed by Portrait 


Painter and Illustrator Lawrence Beall Smith.* 


General Foods Off to a Fast Start 


With New “Gourmet” Line 


It's a prestige proposition, with an approach altogether “Second, a line of high quality 


foods such as this will contribute 
different from GF's characteristic marketing pattern. something to the corporate image we 
want to build for General Foods in 
the public mind. In this respect our 
objective is much like that of Ford 
Although General Foods’ new | sweden, Lobster Bisque from France with Thunderbird and of Corning 
(jourmet”’ food d Green Turtle Soup from West Get with Steuben Glass. 
weeks ago, i f many, Sauce Bolognaise from Switzer “Third, we are hopeful that in 
e alread nt land. One-third of the items have the Gjourmet line we may now and 
yvutlet re r before been sold in the United then uncover a new product suitable 
Niema ’ ( One-third have been reformu for mass distribution.” 
Hudson. Detroit or lated to higher taste and quality stand Wide enough in variety and deep 
& ird enough in scope to comprise a fine 
In introducing the new line at foods department in itself, the Gout 
the corporation annual stockhold met line is uniform in quality, pack 
meeting, Charles Gs. Mortimer, pres aging distinction and price relation 
nt, had this to say ship. ‘To the selected group of fine 
With CGrourmet Foods * aim t food retailers—department stores and 
i omplish three object - specialty shops who will sell the 
First, while we believe | new line, GF offers a well-above 
ilways be a small business, i me iverage markup, a faster-than-normal 
we expect l t contribute mode \ turnover a good dollar sales per 
food to Gener ‘ood’s earnings quare-toot potential and a_ well 
rll rounded merchandising program 
Pickle glass container b This is what is being done to a 
Sweden. Label by U. $ omplish the three objectives out 


f Viable . . 
. ifé Diable M lined by President Nlortimer: 
\mern in f enhagen Ham ‘ 
tinental license \ II 


Denmark Packaging: When Josephine Von 
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A McGRAW-HILL PUBLICATION 
330 WEST 42nd ST. @ 
NEW YORK 36,N.Y. 


fied. aca 


HOW MANY SALES CALLS ON 
AVIATION’S ENGINEERING- MANAGEMENT 
MEN ARE YOU MAKING? 


Aviation Industry Will Gross $11 Billion in 
1957* 
$6.7 billion for military aircraft, engines and re- 


lated equipment 


$2 billion for guided missiles and related equip- 
ment 


$1 billion for military and civil ground based avi- 
onic equipment 


$1.8 billion in airline revenues 


In addition, the industry will get about a 
half billion in military research and develop- 
ment work and about $400 million for new 
plant facilities. 


NEW “AVIATION WEEK REPORTS ON 
~ THE MARKET IT SERVES” 


Gain additional sales effort in you r Aviation original market research on the various 


segments of the total market and a pene 


market wit h printed sales calls in Aviation’s trating analysis of multiple buying influences 
A pe , . Write: AVIATION WEEK 
No. 1 technical journal. AVIATION WEEK 


330 W. 42nd Street, New York 36, N.Y 
carries your sales message to Aviation’s 


largest and most influential engineering- Contact your district AVIATION WEEK 
management-military audience. ..over 66,- sales representative who is ready 
186** $6.00 paid subscribers. to aid you with additional Aviation 


marketing and media information. 


ADVERTISING 
PENCILS 


Now, you can have your 
complete letterhead, including 
trade-marks, cuts, etc., 
printed in two colors on your 
advertising pencils with the 
amazing Cincinnati 
“Spectro-Print” process. For 
free samples and details, 


send coupon today! 


SELF-LIQUIDATING 
PREMIUM PENCILS 


Offer six quality pencils 
imprinted with buyer’s name 
in gold for only 25¢ to your 
customers. Just print offer on 
your package — costs you 
nothing — we handie all 


details including shipping 


CINCINNATI PENCIL CO. 


NITRO, WEST VIRGINIA 


CINCINNATI PENCIL CO 
i Nitro, West Virginia 


B Please send FREE samples and details on 
§ the 


Nome 


Spectro Print” process 


Company 


Address 


i City Zone State 


ee ee ae eee 
ESTABLISHED SPECIALTY SALESMEN: A few 
choice U.S. Territories available. Write for in- 
formation 


STYLISH SALES TOOLS include an easel form chart personalized for every 
presentation, and a red-velvet-lined sample case with a tray in which the products 


being shown can be changed at will. 


Viiklos was with the de 


sign for Gsourmet Foods packages, he 


entrusted 


first consideration became the creation 
of a basi 
the quality idea 


motif which would convey 
that they were cos 
and that this 
a line promoted on a 
Rather it 


appealing and 


mopolitan in character 
was not to be 
wave of fashion § today. 
have to stay 
tvlish for 


have an element of permanent appeal 


would 


a long time to come—-to 


ind endur Ing value: 


For once she says, “in the long 
history of 


should be 


well on 


food packaging, a design 
which will look 
table, in 


created 
anyone's anyone’s 
kitchen cabinet—a design, if possible 
that will look as delicious as the con 
tents of the packages are to taste 
Careful thought was given to the 
trademark 


help to convey 


which would 


logo” or 
these basic thoughts 
at one glance. lhe foods and corpora 
tion names have been arranged around 
their 
placed in the center 
Vi any 
many techniques tried to identify the 
contents of each package. It was be 
lieved that 
found for the new line 


the compass and initials 


joint 


experiments were made 


i new character should be 
an approach 
to product illustration that had never 
been 
found in an old technique revived by 
the portrait 


tried before. The answer was 
illustrator 
Lawrence Beall Smith who has cre 
ated the oil monotype used in the il 


painter and 


lustrations 
\s Miss Von Miklos put +} ; In 


ternational in character and timeless 


in concept of design; luxurious in ex 
ecution and just enough off the 
ground to create an impression of 
lightheartedness, they carry out the 
unwritten law that only simplicity 
means elegance. ‘They say, ‘We hope 
when you look at them, Bon Ap 
petit!’ ”’ 


Advertising of the Giourmet Foods 
line will be contjnuous. 

Through Young & Rubicam, I[nc., 
it is scheduled in The New Yorker, 
Holiday, Sunset Magazine, Gourmet 
House uJ Garden, Telefood. 

It is beamed to a specialized mar 
ket: those consumers who are inter 
out-of-the-ordinary foods. 
And its aim is to establish General 
Foods as a leader in the fine foods 
field. 

The old formula of using a beauti 
ful closeup of food ready for serving 
(“Prepare it in minutes” and add a 
recipe.) has been discarded. Instead 
humorous chit-chat, with cartoon il 


ested in 


lustrations tell the story 


Distribution will be limited through 
local GF warehouses in each of six 
New York, Atlanta, Cincin 
nati, Chicago, Kansas City, San Fran 
cisco. This guarantees availability of 
F.O.B 
distribution point. 

Io GF office managers, for dis 
tribution to all direct 
the Maxwell House 


Divisions, 


cities: 


the foods from the nearest 


customers ot 
Post and Jell-O 
President Viortimer sent 


this letter: 
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One of our continuing re 
sponsibilities as a manufacturer, as | 
see it, is to seek new ways to strength 
en consumer acceptance of all GF 
products. Overall growth and in 
creased prestige mean greater volume 
and profits for you as well as for 
us. 

“We believe it possible that the 
knowledge that GF has a line of the 
finest specialty foods obtainable in the 
world today might favorably influence 
many retail customers’ thinking about 
all of GF’s products. ‘Vo explore this 
possibility, we will introduce shortly 

in a limited way—a new line of 
specialty food items to be called Gen 
eral Foods Gourmet Foods. ‘The new 
line will consist of a number of items 

both imported and domestic—to 
tally dissimilar to our regular prod 
ucts. Included in the new line will 
be such specialties as sauces, cocktail 
items, preserves, snack items, etc. 

“Because of the experimental na 
ture of the new project, volume will 
be of a limited nature and thus not 
suitable for distribution through the 
usual grocery channels with extended 
sales coverage. Because at the present 
time the major part of the business in 
gourmet items is carried on through 
department stores and specialty shops 
logic dictates that we introduce Gout 
met Foods through these channels 
rather than through regular grocers 
stores and supe! markets. 

This new Gourmet Foods line is 
of course only one more cy idence ot 
the overall GF policy of constant ex 
perimentation and constant growth as 
we endeavor to obtain our share of 
the country’s ever-increasing invest 
ment in food items. We will keep 
you posted on the development of the 
new line 

(GF management aims for distribu 
tion through 1,200 to 1,500 of the 
estimated 5,000 retail specialty foods 
outlets 

During November and Decembe1 
GF will have hostesses in the leading 
stores throughout the country to in 
troduce and serve Gourmet Foods to 


customers 


The sales organization: Joseph B 
Starke, general manager of the Gout 
met Foods Operation, as it is called 
joined GF in August 1956 to head 
the planning and development of the 
new line. He formerly was vice-presi 
dent and general manager of Amos 
Parrish Co. J. IT. Webber is na 
tional sales manager; Richmond 
Sutherland, assistant national sales 
manager 

Eleven sales representatives are cul 
rently traveling throughout the coun 

introduce the line. They sell 
direct to the retailer. 
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‘Cross 
country 


CALL YOUR ALLIED MOVE 
... hes the No.| Specialist 


Ask your Allied Mover for a copy of “Before You Move.” See 


the yellow pages of your phone book, or write Allied Van Line 


Inc., Broadview, I! linois 


NATION WIDE MOVING 


ALLIED VAN LINES WORLD'S LARGEST LONG-DISTANCE MOVERS 


67 


TEACHER’S 


"\\ 
‘ 


————— 


TEACHER'S 


it’s 
the 


flavour 


HIGHLAND CREAM 


... always 


right 


ina 
class 
by itself 
since 


1830 


Vs 


MNLAND CREAY 


86 PROOF 
BLENDED SCOTCH WHISKY 
Schieffelin & Co., New York 


Pees) Sok 


THIS DISPLAY UNIT is the basis of the in-store presentation of Gourmet Foods. 


it measures 2'/, 


Sales tools for the 
been 


representatives 
‘The 


form), de 


have carefully planned. 


presentation (easel 
Webber and 
Boas & Associates, is personalized for 
called on. For example 
the presentation to Nieman Marcus 
started with “Nieman Marcus cus 
tomers appreciate quality (The exact 
lettering of the store’s name was re 


sales 
signed by executed by 


Car h store 


. quality in home fur 
quality in table setting 


produced ) 
nishings 
so why not complete the picture 
with a top line of foods?” The Gout 
then dis 
National pub 
advertising are 
Distribution 


met Foods trademark its 


played in full color. 
licity and featured. 
service advantages and 
fixture are ex 


a specially designed 


plained. 


The dramatic finale of the presen 
tation is a broadside which is spread 
out on the retailer’s floor. It is the 
exact size of the space the specially 
designed display fixture will take up 

4 i a 
trademark in full 
points retailers should bear in mind 


features the new 
color and the 12 


in taking on Gourmet Foods 


World’s finest foods 
Distinctive packaging 


Family of products 


Freight and warehousing 


. 

x 

. 

® Best selling items 
. 

© Advantages 

- 


Practical pack sizes 


(Christies 


Muwaeek pwanie a 


x 5’, utilizes the new GF trademark in full color. 


National advertising 
Publicity 

Selective distribution 
Suggested retail prices 


Profit potential 


[he representatives’ kit for sam 
jewel when 
opened, Samples of Gourmet Foods 
are displayed against a brilliant red 
velvet background. ‘There are pockets 


ples resembles a case 


for retailers’ merchandising tools 

folders, advertisements, booklets, ete 
National Sales Manager Webber de 
signed the kit and Lee Fordin Co 
executed it. 

The entire marketing program is 
keeping with one of the 
points in General Foods’ basic mar 
keting philosophy. It was cited by 
President Mortimer at the corpora 
tion’s recent stockholders meeting: 

“We actively 
with every GF product, in the firm 
belief that a better product can be 
developed; and equally 
with our methods, processes and prac 
tices, in the stubborn conviction that 
there is a better way to do 
tically everything we are doing—if 
we are smart enough to work it out. 
Particularly, we must make General 
Foods’ products and methods more 


in strict 


must be unsatisfied 


unsatishied 


prac 


attractive to our customers, primarily 
through our own initiative and in 
ventiveness, but also by actively seek 
ing their 
how 


constructive comments on 
we can serve them better.”’ 
The End 
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Wallet-size ads (this small) strike it rich in N.E.D. 


It's a fact backed up by some of the most significant sales 
statistics you've ever seen on low-cost, small Space adverusing, 
Do you realize, for instance, that N.E.D produced inquiries, when 
followed up by salesmen produce 440% more sales than cold 
calls? That 98% of N.E.D. readers inquire about products of 
services brought to their attention by N.E.D.? That N.E.D. brings 
its 80,000 plus readers more product news every month than they 
can pet from 5 standard business publications That N.E.D. ts 
read by industry § most active buying grout j pro luction, 
operating mamtenance cnpinecernyp and } ircha ig executive 
who make the | uying decisions in over 44,800 industrial plant 
There are more facts, but no more room. So write for ‘How to Get 
Industrial Buying ACTION for Ac pe ontact’’ today 


A| PENTON | Publication, Penton Bidg., Cleveland 13, Ohio 


| \/Ew 
) QUIPMENT 


 /LIGEST 


NOW OVER 80,000 COPIES (Total Distribution) IN OVER 43,800 INDUSTRIAL PLANTS 


OCTOBER 18 1957 69 


JELLY BEANS 


Your packaging 
showmanship 


begins at Dow 


hristies 
MN WETS 


SILVER 
SALMON 
= 


pack it with sell in SARAN WRAP 


Proud of your product? Then give it the sell it deserves . . 


. in 
packaging that underscores its quality. Protect it... show it off 
in crystal-clear Saran Wrap*. 


Here is the flexible packaging that is setting new standards of 
protection And it’s providing that sparkling look of freshness . 

the look that tempts shoppers and clinches sales. Saran Wrap is 
satin soft, yet tough enough to keep your packages in excellent 


shape even on self-service counters, 


Switch now! Begin with a call on Dow Packaging Service to help 
you plan the sell in your package. And be sure to identify your 
packages with the Saran Wrap hallmark of protection. 

*T'rademark of The Dow Chemical Company 
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pack it with sell in STY¥ RON 


Some products naturally call for rigid containers. If yours do... The Dow Chemical Company does not fabricate hed pach 
it’s time you called for Styron4 bul rather is a raw material supplier to leading 


Plastic containers made of Styron are lifting hundreds of fine 
products out of the humdrum and right into America’s shopping 
bags. Whether you package fishing lures or pharmaceuticals, let 


Dow Packaging Service help you find the plastic container that you CAN DEPEND ON 


can pack your product with sell. 


Opaque crystal clear gorgeous colors .. . Standard or novelty 
shapes and sizes . . . imprinted or ready for your label. They're 
ill yours to choose from in plastic containers made of Styron 
Write today to THE DOW CHEMICAL COMPANY, Midland, Michigan 
Packaging Service PS1516G, 


Whatever the message . . . news 
or advertising ...more people 
read it in The Oregonian. 


Today, more than ever before, 
THE OREGONIAN ) 


The Oregonian is the dominant 


IS THE CIRCULATION news and advertising medium in 


Portland, in the Portland retail , 
LEADER in Portland trading zone, and the entire 
Oregon Market (all of Oregon 
and seven Southwest Washing- 
ton counties). 


Now... more than ever 


and its Retail Trading Zone! 


VANCOUVER 


rontst Grove ® ° 
x HILLSBORO 


@ ortcion city 


 wEWeene | 
McMINN VILLE s 


Portland & 
Total Trading Zone 
Circulation Portland Lead lead Total Lead 
at < vl niegdagd 232,338 10,108 19,253 | 51,128 
OREGONIAN : P ; 4 


THE SUNDAY 
| 
OREGONIAN 296,204 27,667 41,747 96,184 


« 
| 


Y 


Nw, 
\ o 
>< s 1957 "L , = 
THE | i an S 2, The Dominant News and Advertising 
S PULITZER PRIZE “& . - 
S S Voice of the Pacific Northwest 
PORTLAND, OREGON > HEYWOOD BROUN S 
2 AWARD 2 
‘Z, SIGMA DELTA CHI > aii figures from Audit Bureau of Circulations 
REPRESENTED NATIONALLY BY AWARD > Publishers’ Statement for 6 months ending 


MOLONEY, REGAN & SCHMITT, INC March 31, 1957 


ay 
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How the Persuaders Are Persuaded 


As a sales executive, familiar with the persuasive methods and 
techniques used in advertising, to what extent do you feel you 
are influenced by advertising in your own personal life? Please 
check which of the following come closest to your thinking: 


Said these °%o of panelists 


22% I'm just like any other consumer when it comes to being in- 


fluenced by advertising. 


51% I'm usually conscious of the motivation intention behind the 


advertising, but it still influences me anyway. 


9% | have a subconscious tendency to dismiss most of the adver- 
tising | see and hear, solely because I'm involved in advertis- 


ing for my company. 


9% Being a salesman myself, I'm a set-up for the selling of others. 


Q% Other 


Are Sales Chiefs Swayed by Ads? 


The majority opinion is shared by 
B. R. Hopkins, manager, 
Thermex Division, The Girdler Co., 
Louisville. In his response to the 
SALES MANAGEMENT Sales Leader- 
ship Panel Hopkins says, “I’m usually 
conscious of the motivation intention 
behind the advertising, but it still in- 
fluences me anyway.” 

On the other hand, W. D. Parrish, 
sales manager, The B. F. Goodrich 
Chemical Co., Cleveland, counters 
with “I have a subconscious tendency 
to dismiss most of the advertising I 
see and hear, solely because I’m in- 
volved in advertising for my com 
pany.” 

“Being a salesman myself, I’m a 
set-up for the selling of others,” re- 
ports Edwin C. Ashton, Jr., sales 
manager, Downingtown Iron Works, 
Inc., Downingtown, Pa. 

L. B. Pinkerton, vice-president, 
White Laboratories, Inc., Kenil- 


worth, N. J., makes no bones that, 


sales 
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“I’m just like any other consumer 
when it comes to being influenced by 
advertising.” 

Sales executives obviously have deep 
feelings about their likes and dislikes 
in advertising. 

One Panelist, who prefers not to 
be named, says advertising “influences 
me if claims are not fantastic.” 


Want to be Sales Leadership Panelist? 


A limited number of memberships are available in certain categories 
in Sales Management’s Sales Leadership Panel. Panelists represent a 
cross-section of industries and sale executive functions. Tell us your 
your address, and the principal 
industry you are in, and we will be happy to make you a member, if 
we have an opening in your category 


name, 


: Philip Salisbury, Editor 
Sales Management 

386 Fourth Ave. 

New York 16, N. Y. 


your title, your company, 


W. P. Hollis, national sales man 
ager, Kellogg Switchboard & Supply 
Co., Chicago, says “I study the set-up 
more than the message.”’ 

Sales misgivings 
about some aspects of advertising. A 
Panelist advertising 
which maintains tone of sincerity and 
truthfulness.” 


executives show 


“responds to 


KEM 
Plastic Playing Cards 


for Prestige... 


What we have to offer thoughtful and considerate givers is 
quality in every respect. The quality of Kem Cards is guaranteed 
from the purity of its plastic formulation to the finished product. 

Card games are a favorite recreation in every country of the 
world, Here in the United States, 150 million people find cards 


relaxing for family and social entertainment. 


A gift of luxurious Kem Plastic Cards, therefore. has the prac- 


tical aspect for which you are looking. 


SPECIAL CHRISTMAS GIFT SLEEVE 


for double decks 


Handsome plastic case, as illustrated 


Bridge, Poker 


retail at $7.50 nH 


Double decks 


able 


your company 
trademark 


Imprinted cases 


Canasta, Pinochle 

Samba and Bolivia 
retailing at $11.25 
decks, retailing at $3.95, also avail 


We can PERSONALIZE our 


double-deck plastic 
name, slogan, or 


three weeks 


Your investment brings lasting appreciation from your cus- 


tomers. The long life of Kem Cards is well known. 


triple decks 
and single 


For prices, catalog and samples, address: 


boxes with Special Gift Division 


DELIVERY SCHEDULE KEM PLASTIC PLAYING CARDS, INC. 


Standard packing 
within five days 


orders filled 595 Madison Avenue New York 22, New York 
Telephone: Murray Hill 8-8650 


? B hnering executive vice 
president, Curti Candy Co., Chi 
ago i\ he | more interested in 
the t¢ hnique of the ad, sO mal! 


imes message makes no impact. On 


the whole l a ime | am about as 
iscept ble to niluence a the next 
fellow 

I an nelined to look for the 
KITLK n the other tellow . sales ap 
proach declare | \ Kraemer 


ce-president West Bend Aluminun 
Co., West Bend, Wi 

When Panelist ML. L. Aitken, gen 
eral ale Manapyer Robbins & Nl yers 


Lin pringheld ) was asked to 

think back to his most recent pur 
hase co ting more than $1 he said 
wa wine 


Panelist B. K. Crage, sales man 
wer, Ba West Paper Co., Green 
Bay, Wi reported his most recent 


purchase was photographic film, R. H 
bckhouse vice-president, Lhe Form 


me ta. '< hicago reports his most re 
ent pure hase before we queried him 
was varden hose 

No one knows better than the 
marketing executive that this is a na 
tion oft people on the move. So if 1s 
lot surprising that 12 Panelists re 
port that their most recent purchase 


Wa gasoline 


74 


Panelists report these, among many Air conditioner: Golf clubs 
others, as some of their most recent >. 3 
Radio Shotgun 
personal purchases: 
Refrigerators lobacco Record player Used Jeep 
\utomobiles lewelry Whiskey Alarm clock 
IV sets Cameras Commuter ticket 


How much were the Panelists in 
fluenced in their purchases by the 
COMING power of advertising? 
NOVEMBER 10 O. W. Fisher, vice-president, Ken 
nedy Car Liner & Bag Co., Inc. 
SALES MANAGEMENT'S an. Shelbyville, Ind., says that the Ithaca 
nual “Marketing on the Move” shotgun he bought was recommended 
issue is currently being shaped by a friend. 
by ‘the editors. This year, it 


Panelist R. C. Aylward, general 
promises to be more valuable 


sales manager, Bohn Aluminum & 
than ever to the planning, think Brass Corp., Detroit, when asked 


ing marketing executive. how much advertising influenced his 
The issue is designed to improve purchase ot a power lawn mower said, 


your foresight. It will be filled “none.” 

with projections, estimates of But Jack Wenck, vice-president, 
change in markets, future buy Champ Hats, Inc., Philadelphia, was 
ing power, population, predic influenced “somewhat” by advertis- 
tions. ing when he purchased a portable ‘1'V 
The “Marketing on the Move” set. 

issue is an indispensable adjunct Advertising had ‘‘a great deal” of 
to scientific market planning. influence on Cedric Seaman, vice 
Watch for it! Read it! Use it! president, Continental Baking Co. 


Inc., New York City, before he pur 


chased a carton of cigarettes. 
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The End 
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You can’t get action out of an empty suit! 


A teenage boy listening to a corset commercial 
is an example of an “empty suit.’’ He can be 
counted as part of the listening audience, but he 
won't have any effect on sales. 


Any radio station can offer you a large audience. 
But most advertisers who know their business 
will check that audience for “empty suits.” 


WJR has saved advertisers a lot of trouble in 
this respect. They had Alfred Politz, Inc. survey 
the Detroit-Great Lakes area to find out just 
exactly who listens to what, why and when. 
Mr. Politz found that on an average day 41% 
of the adult listeners tune in WJR. There’s your 
large audience. 


Now~—how about “empty suits’’? Figures from 
the Bureau of Census and the Politz survey 
disclosed that in the age groups controlling 81°, 
of the buying power, WJR has more listeners 
than the next six Detroit stations combined! 
These are the folks who buy the groceries, 
cars, appliances, or what-have-you in this rich 
market. And this group contains a minimum 
of “empty suits.” 


Your nearest Henry I[. Christal representative 
would welcome the opportunity to show you the 
many interesting details of the Politz survey 
which prove how much more WJR can do for 
your product. 


The Great Voice of the Great Lakes 


50,000 Watts 
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CBS Radio Network : 


35 years of service J 


Detroit 


our future buying power & 


with U.S. Savings Bonds 


Increase 


Inder Mr. A. A. Johnson's guidance 
175 Westinghouse design engineers 
work concentratedly at the job of 
making Westinghouse switchgear and 
related equipment outstanding 

umples of why “You Can Be Sure 

If It's Westinghouse Mr. Johnson's 
ponsibilities have been recently 


panded to ine lude the management 


of manufacturing and sales, as well 


as the engineering, of over $50 


million worth of switchgear annually 


suppliers can 


ee in engineering organization like ours is badly handicapped unless it has immediate access 
to catalogs which describe the wide range of products we have occasion to specify. And no 
other method of providing catalogs to engineers is as efficient, convenient and sensible 


as filing, classifying, indexing and binding them together before they are delivered to us. 


“We use Sweet's Files constantly, and find the catalogs in these Files easier to locate and use 
than any we try to file ourselves on an individual basis. Manufacturers can save us much 
time, trouble and expense—and make sure their catalogs are used more frequently—when 


they distribute them to us via Sweet's. % % 


A. A, Johnson, Vanager 
Assembled Switchgear and Devices Department 
Westinghouse Electric Corporation 


Pittsburgh, Pennsylvania 


increase engineers use of their ‘atalogs 


Industry's engineers repeatedly vote the catalogs on hand whenever a buying or sper ifying need 
pre-filed in Sweet's their most valuable sources of arises? Your Sweet's representative will be glad 
product information. They recognize the Sweet’s to discuss this with you. He will show you how 
system of classifying, indexing, and binding your catalog, designed to meet the needs of its 
manufacturers’ catalogs before distribution as users... pre-filed in the appropriate Sweet's Files 
the surest answer to the catalog problems that ...and distributed to the offices which control the 
‘ arise from attempts to assemble, organize, clas vast bulk of the buying power in your markets 
sify, and maintain individual collections of will provide immediate access to your product 
loosely distributed manufacturers’ « atalogs. story whenever engineers have occasion to com 
¥ How can you be sure that your catalog will be pare and specify products like yours 


’ 
S SWEET’S CATALOG SERVICE 
~, Division—F. W. Dodge Corporation 
119 West 40th Street, New York 18. 
Sweet's designs, produces, and distributes manufacturers’ catalogs 
in the following markets: Product Design (Product Design File), 
Plant Engineering (Plant Engineering File), Metalworking Production 
(Machine Tool Catalogs), and Construction ( Architectural File, 


Light Construction File, Indusirial Construction File) 


Over 53,000,000 catalog copies distributed for 1,740 companies in 1957 
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Uncle Sam’s Agricultural Marketing Service: 


What It Is, What It Does 


Most of its activities spring out of the need for creative 
ideas for getting rid of surpluses. They involve product 
research, market research, merchandising. To qualify for 


investigation, a project must be a basic industry problem. 


By JEROME SHOENFELD 


Che Government gives industries ment” and point out that they have 
ound free advice on how to outsell always voted sufficient money. 
competitors | nfortunately, if often In its efforts to learn what custom 
turns around and tells the competitors ers want, the Department operates in 
how to meet the steps taken on the a fiercely competitive field. Classified 
basis of that advice. Frozen food directories are full of marketing and 
processors learn how to raid the mar advertising consultants who do the 
kets for canned and fresh goods; but same thing. But consultants do not 
canners and produce merchants are object. Marketing Service research 
told how to counterattack. Makers of contracts, which may run as high as 
wool and cotton fabrics get tips on $75,000, provide them with addi 
how to take business both from each tional business. 


other and from the manufacturers of 


ynthetics, who are doing pretty well 


Surveys Comprehensive 


without suggestions from Washing 


fon ‘The Department surveys are often 


Ihe advice, based primarily on sur better than those done privately 


ey of what customers want, may partly, perhaps, because thev cost 
often result in a revised and improved 


more. Working for a set fee, a pri 


product (jovernment laboratories vate consultant must cut corners. He 
have, so to speak, redesigned turkeys can rarely state a margin of error 
and potatoes. It may offer a sugges within which his results are repre 
tion on selec ting advertising media sentative. But before Marketing 
a mother or wife accompanies a man Service experts start a survey, they 
buying a suit but girls tart to shop spend months questioning everybody 
ilone at the age of 15, [It may indi connected with the industry, includ 
cate the kind of merchandising dis ing those who are fighting it, not to 
play and shelf space worth fighting mention fellow experts in other OV 
for, whether with words or price di ernment departments. After the sur 
counts ey has been completed, it is criticized 
Most of this comes from the Agri by statisticians, marketing men, com 
cultural Marketing Service, Depart modities experts. Even Department 
ment of Agriculture, which is finan publicity men catch boners. All this, 
ing several dozen surveys at any given part of the Department's general 
time and, in Government laboratories overhead, is additional to the work 
is creating new products to meet the that can be done by the private con 
objec tions to old ones \ survey must tractor 
help the farmers, but the help need \larketing Service will soon enter 
not be direct and may incidentally t fairly controversial field: examina 
benefit others (The Department tion of motives for buying or not buy 
once designed countet equipment tor ing that people are scarcely aware of. 
rrocery stores, ) It won't mine as deep as do private 
Nobody attacks the Department researchers, partly in order to insure 
tor butting in, for intertering with that its discoveries are fit to print in 
competitive relationships never has i Grovernment pamphlet. \ more im 
i Senator, the NAM or even a politi portant advantage of a shallow ap- 
al candidate lambasted it for divert proach will be statistical. Because 
ing trade though this may be an hndings must be representative, the 
oversight. At appropriations hearings Service can't ask what some people 
Congressmen compliment the Service might refuse to answer. One study 
pokesman for his “excellent state will cover “attitudes toward food,’ 
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investigating the beliefs that prompt 
people to buy one food and forego 
another. 

Other branches of the Department 
are doing physical research which, if 
successful, will crowd the Marketing 
Service with urgent projects.+ In sev 
eral laboratories, for instance, wheat, 
cotton and other farm commodities 
are being treated with chemical after 
chemical, to see what happens to 
them. When something that might 
be useful turns up, whether a food, a 
building material or a headache pow 
der, the Marketing Service will have 
to find customers for it. 

When these laboratories develop 
something, companies do not rush to 
produce it—nobody floats a $10 mil 
lion stock issue to build a_ plant. 
Among other things, businessmen 
want first to know whether the prod- 
uct will sell, and the Service attempts 
to determine this. 

Preparatory to commercial produc- 
tion under a public patent, the Serv- 
ice is trying out an improved milk 
powder developed by the Wisconsin 
Agricultural Station. Elsewhere, a 
laboratory is working on a_ liquid 
concentrate. ‘The laboratories are de- 
veloping frozen products, which the 
Service gets people to try. Later, it 
will find out whether they will accept 
irradiated foods which, by staying 
fresh, will make freezers superfluous. 


Studied Auto Market 


The industrial market for textiles 
is under constant exploration. In 
1950 and again in 1955, the Service 
made surveys of passenger car fabrics 
and fibers. A recent pamphlet says 
that an interior must make people 
itch to buy. It forecasts large geo- 
metric patterns, bright colors, luster ; 
describes and tries to account for 
trends in the use of cotton, wool, 
nylon and vinyl. 

More interesting, perhaps, than 
the trends themselves is a description 
of the politics of textile buying by 
auto companies, which explains the 
role played by stylists, engineers, pur 
chasing agents, presidents, chairmen 
of boards. Stylists, who examine 
swatches by the thousands (not only 
those submitted by the mills but also 
creations of auto subsidized art 
schools ) can vote down the sales 
executives. If interiors are to sell 
cars, they must harmonize with cur 
rent styles in draperies, in furniture 
in clothing. 
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MOCK-UP SAVES MONEY! 


> 
o | FULL SIZE MOCK-UP 


OF ATOMIC REACTOR 


Simplifiew cin 
eee 


INSTALLATION eo. 
mannaaaay 
OF PARTS ereormrn) 
Quy 
(® 
IN ACTUAL 


REACTOR 


FOR wattle bet 


The first full-scale power reactor built in America 
is now being installed at Shippingport, Pa. to 
supply electric power for the Pittsburgh area 


Gardner Displays constructed the full-size mock-up 
illustrated in a little over three months from the 
plans and designs supplied by Westinghouse 
Electric Corporation. The main purposes of the 
model were to determine shape and configuration of 
pipes, cables, and other parts to be installed in 

the actual reactor. Thousands of man-hours and 
thousands of dollars were saved through 

the use of this full-size model, which i 
approximately 45 feet high. 


Constructed of wood and plastic built around a 
metal frame, the model is still strong enough 
to handle 8 tons of material inside the structure. 


Gardner’s skilled engineering and designing staff 


is at your service for planning and constructing 
mock-ups to suit your needs. Write for details. 


Tn\ 


GARDNER DISPLAYS 


ee || 
amen 
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Synthetics are displacing cotton for 
A insulating electric wire. They’re get 
6 5% more ting the inflation business. “‘Uhrough a 
" 5 2 x contract with Stuart Douglas & Co.. 
qual 1 ty inguil rie S a New York City, the Service asked 
? wire manufacturers, or their engi 
neers and purchasing agents, what's 
Says =? © da the matter with cotton. Some of the 
Ys answers, highly technical, serve a> 
guides to laboratory men trying to 
produce cotton the wire makers will 
accept. 
oA OT" / The mills ship the bulk of thei: 
SVEN THORNBLAD / product to clothing manufacturers 
and so the Service is continually try 
ing to learn what sells clothes. Find 


ADVERTISING » SALES PROMOTION » PUBLIC RELATIONS: MARKET RESEARCH ings provide arguments for advertis 
40 FA Sth rarer Niw YORK 16 N Y LEXINGTON 46h 


aa 
ategy ( AGp alte ieig CO 


ing men’s wear in the women’s slicks 


Mr. Edward M. Pratt July 17, 1957 and for advertising to teenagers both 


THE WALL STREET JOURNAL in the women’s and the teenage maga 
44 Broad St 


zines. ‘They suggest ideas, which cot 
New York 4, N. Y / - . . ‘ 
ton associations are translating into 


' 
Dear Mv. Prat street car and bus slogans: “Men 


tabulating and analyzing the results of the . NN 
We have been viating y ‘ relly : Prefer ( otton Pajamas 6 to 1.”” They 
advertising campaign conducted in the recent tew months for ou r : ' 
lient, Foster D. Snell, Inc Gy ofter tips to designers. Finally. they 
clent, oO P ' 
Ne chose three top-management media, including The Wall furnish jobs to textile chemists in the 
Street Journal p Department and in the mills, suc h as 
You will be pleased to know that The Wall Street Journal that of producing a cotton fabric that 
has again proved itself a powerful top-management advertising keeps a permanent crease. 
medium 
in th n pulled a total . 
The very first advertisement in the campaign p : What's Proper Attire? 
f 299 inquiries from the readers of The Wall Street Journal--a 
»n letterheads and the vast majority from presidents and other top 


‘ One of the earliest surveys, ‘“Men’s 
fficers of a wide range of companies in many fields of industry, 


Preferences Among Wool Suits, Coats 


and Jackets,” published in 1951, 
19 days after its appearance in The Wall Street Journal, j asked 


ed 328 There will men who had recently pur 
r < i inquiries. ' : cane ’ 
the mest recent o8 in Me serves pu si h chased these items, “What kind of 
probably be many more in the next few weeks, since we hove j lid ; ‘ ke?” 
found that an ad in The Wall Street Journal continues to pull person did you want to loo ike! 
responses a month and more after its appearance. Ausw ers revealed the men wanted 
So far The Wall Street Journal has pulled 65% more quol- not to be style leaders, but to look 
ity inquiries than the second most effective media on the schedule y as it was proper tor them to look, 


Very trulf’ yours which for farmers and laborers often 
’ 
| meant “like a businessman.” A re 
5 Thesshled |} Curring reason tor not buying some 
ven 


thing was, “I never have.” 
\ survey published this spring to 


meet the 1957 summer trade deals 
with “Men’s Ownership of Selected 


. e Clothing Items and their Fiber Pref 

Get Your Foot in the Door—and Keep it There circ" ‘The “percentage of ne 
owning sport shirts, summer slacks 

summer suits, sport jackets, Bermuda 
shorts, etc., is neatly tabulated for 
both large and small cities. It is to 
be expected that large numbers should 
say they find cotton sport shirts “cool” 


including many of the country's largest corporations 


Rarely does one publication offer three advertising advantages 
immediate response and long life froma high-quality audience. Because 
The Wall Street Journal is their preferred publication, key executives 
everywhere use its content for the day-to-day information they need but not that they should add that 
lor making decisions. That’s why Journal advertisers repeatedly they're “washable.” In large cities 
report it pulls more, pulls faster, pulls longer than other media. ncidentally, 2570 of these surveyed 


have sport shirts but only 51% have 
Summer suits. 


CIRCULATION: 488,156 | When the Service tabulated ‘Moth 


ers’ Preferences of Fabrics in Selected 


Advertising enjoys a more prosperous life in The Wall Street Journal. 


Items of Children’s Clothing,” it pre 

sented the industry once more with 

the old complaint that size-labels 

don't make sense. Women want tags 

o state height and width, sometimes 

= weight, not age. In asking women to 

NEW YORK, 44 Broad St. and WASHINGTON, 1015 14th St. WN. W. > CHICAGO, 711 W. Monroe St. | choose among fabrics, the interview 
DALLAS, 911 Young St. + SAN FRANCISCO, 1540 Market St. ers always presented them with al 
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ternatives in the same price range. 
Cotton was overwhelmingly _ pre- 
terred. Comparisons with actual sales 
showed that women buy what they 
say they buy. 

From ‘Teenage Girls Discuss their 
Wardrobes and their Attitudes To 
ward Cotton and Other Fibers,” no 
body could have deduced a rage for 
denim slacks rolled up half-knee 
length and for dirty white saddle 
shoes, the left lace inserted from top 
to bottom, instead of from bottom to 
top, to indicate “going steady.” On 
the other hand, what the teenagers 
said checked with what their mothers 
told the interviewers later. In stating 
why they like cotton, girls aged 14 to 
17 mentioned “laundering,” but not 
as often as their mothers did. 


How They Shep 


More important, possibly, than 
what they say they like is the way 
they shop. ‘They told the interviewers 
they shop themselves, which theit 
mothers confirmed. But mother de 
cides beforehand what is needed 
coat, skirt, dress as well as the 
price range and often the store. Given 
all that, it’s easy to believe that moth 
ers and daughters agree, as tabulated 
in the survey, on styles, fabrics, their 
good and bad features, etc. Girls’ 


management of clothing nomencla- 


ture, copy writers should notice, is as 
expert as theirs. 

Clothing surveys that provide re 
gional breakdowns confirm an axiom 
of the trade: a gay, colorful stvle 
starts on the West Coast and travels 
east; one that is severe travels west 
ward. 

In the life of a Marketing Service 
expert, food is more important than 
clothing. Whatever the food may be 
there comes a time when there is too 
much of it and the Government must 
find buyers; consumer surveys mul 
tiply. “The Department never accepts 
the simple answer! It no good and 
| won't eat it but questions people 
in detail to ferret out what is wrong 
‘hen the laboratories change the food 
to meet the specifications, which per 
haps inspires the perennial complaints 
that eating used to be more enjoy able. 

Not all of the surveys are directed 
to consumers. In the food industry 
there is always a hubbub over dis 
plays: Does doubling the space given 
to a product double its volume? How 
does the back aisle compare with the 
front? If the notion gets around that 
1 particular spot is magic, everybod 
struggles for that spot; the proprie 
tor, in a sense, takes bids and ends up 
being named in a Federal Trade 
Commission complaint. This part of 
the background to Department ex- 
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periments in merchandising is omitted 
from the texts of the reports. 

One pamphlet, “Better Utilization 
of Selling Space in Food Stores—Re- 
lation of Size of Display to Sales of 
Canned Fruits and Vegetables,” 
makes the point that gross goes up 
with the number of items stacked, 
with equal treatment of the cem 
peting brands. A grocer would have 
to study the comparisons, however, to 
see whether gross goes up enough to 
outweigh the promotion money he 
can get in return for a splash display 
of a single product. 

Experiments to discover what kind 
of merchandising will make people 
switch from oleo to butter have pro 
duced nothing conclusive. For twelve 
weeks, the Department tried out two 
promotions, the first built around 
such slogans as “Better Buy Butter,” 
“Better with Butter,” and the second 
pushing a “Dairy Foods Festival.” 
Sizes, prices, positions of the two 
items were held constant. Research 
ers saw no change in the buying pat 
tern. 

With the help of the American 
Dairy Association, the American But 
ter Institute and others, the Market 
ing Service made further efforts to 
learn how to make customers reach 
for butter instead of oleo. In the 
Cleveland stores of Kroger Co. it 
experimented with varying the loca 
tions of each, with different size but 
ter displays, with picture cartons and 
plain, taking care to try every possi 
ble combination. These tests, too, ap 
peared to have little effect on cus 


tomers. 


Studied Grocery Sales 


Conclusions are not usually nega 
tive. In the St. Louis Kroger stores, 
peanut butter was found to sell equal 
ly well whether displayed with jams 
and crackers or with jams and no 
crackers. But if placed beside cheese 
spreads, it didn’t sell. If priced pro 
portionally and labeled alike, 19 
ounce cans of cherries outsell 17-ounce 
cans by 20%. If carrots are displayed 
side by side in both one- and two 
pound polyethylene bags, sales will be 
greater than if displayed in either 
alone, or if sold in pound bunches. 
The Department can offer a host of 
tips which it would like makers of 
appropriate equipment and packaging 
materials to study. If they did, gro 
cers and processors might learn from 
packaging salesmen what they don’t 
learn from their own experience 

Bakers 


in bread - onsumption 


worried about the drop 
worked out 
twenty-four recipes with the help of 
the Department. From these breads 
—some were sweeter, had more lard, 


Pee ages 2222 EP Fe nw 


What one publication 
is read by more man- 
agement executives 
than any other maga- 
zine or newspaper? 


THE WALL STREET 
}) JOURNAL... by a big 
margin! 


And what one publi- 
cation do they rate 
‘most important and 
useful’’? 


THE WALL STREET 
|) JOURNAL... by an 
even bigger margin! 


Who says so? 


A whopping 60% return 
from every 5th name 
of the 69,480 U. S. 
executives listed in 


Poor's Register. 


: 


SHOW ME! 


Advertising Director 

The Wall Street Journal 

44 Broad St., New York 4, N. Y. 
1 hear you folks have a research 

study conducted by Erdos & 

Morgan, describing in detail the 

reading habite and preferences of 

corporate officers and executive 

personnel. I'd like to see the facts 

that back up the above statements. 
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OUTDOOR helps 


—_ 


THE LIFE 
OF VIRGINIA 


LIFE OF VIRGINIA set a new all time high! 


During the past two years The Life 
Insurance Company of Virginia has 
used outdoor advertising as a basic 
field advertising medium. In that 
period the company has set an all- 
time high for insurance in force. 
Here’s the story from John Moyler, 
Jr., Second Vice-President of The 
Life Insurance Company of Virginia. 

‘*‘My job is to see that our adver 
tising sells double—selling the com 
pany to the public, and selling itself 
to our field men 

“So I'm especially pleased to get 
comments like ‘best thing the com 
pany’s ever done’ and 
more of the same.’ The enthusiasm 


‘let’s have 


generated since we started our out- 
door program has played a big part 
in building our sales and has helped 
us go over the 2 billion mark of insur- 
ance in force.”” 

Outdoor advertising fits perfectly 
the regional pattern of operations of 
Life of Virginia. 

In one market or 1600. . . locally 
or nationally . flexible GOA puts 
your message where your prospects 
are. For additional success stories 
(Drake Bakeries, Life Savers, Theo. 
Hamm Brewing Co. and many 
others), call the General Outdoor 
Advertising Company office in 
your city. Or, write us in Chicago. 


General Outdoor Ady crtising Co. 


515 South Loomis Street, Chicago 7, Illinois 
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more milk—students at the American 
Institute of Baking were able to dis 
tinguish seven, which were sampled 
in a survey among families in Rock 
ville, Ill. ‘he Pepperidge Farm kind 
ot loaf is the choice of the select 


enthusiastic few. Most people want 
their bread fluffy and soft. ‘The big 


light loaves that take up most super 
gz j | 


market space come out on top, to no 
body's surprise when preterences are 
scientifically sampled. Family income 
does not matter. 

It was a surprise to discover that 
in Dallas, Detroit and Kansas City 
far more women bake pies than buy 
them. Marketing Research investi 
gated the picture because the cherry 
growers were looking for a market 
‘Their associations and the American 
Can Co. wanted the study made. 
What was learned?: Women prefer 
red sour cherries, canned, for pie 
baking. Why do they bake them?: 
Crusts are better; they can be sea 
soned to taste; you are sure of what's 
in them. Judging by results, a little 
push might turn pie-baking into a 
national pastime 


Who Likes Lamb? 


People disagree on what lamb is 
like: Some say it has a smooth lean 
texture, others that it is tough and 
preasy ; cooking it does not create an 
unpleasant odor. About one person 
in four has never tasted it, and ap 
parently, the liking for it develops in 
childhood. A wife is more likely 
serve it regularly if she and her hus 
band were both raised in the North 
eastern or the North Central States 
It’s a dish for the upper classes. All 
this was discovered in a survey in 
Cleveland backed by the livestock and 
the wool interests 

Poultry, on the other hand, knows 
neither class nor sectional bias. Prince 
ton | versity under contract with 
the Department, took a_ probability 
sample to cover the whole nation 
learned that most fowl is purchased 
at super markets and only 4% at 
other butcher shops. In a whole year, 
only one family in ten serves duck. 

Super markets will soon carry 
potato flakes, “a new form of dehy 
drated mashed potatoes,’ which the 
Department invented. A consumes 
acceptance survey covering Bingham 
ton, Endicott and Johnson City, New 
York, showed high initial sales and 
repeat purchases by 60% of those who 
had tried them 

This is but a sample of the Market 
ing Research studies of consumer 
preferences, merchandising techniques 
etc. There are scores of them and 
more are on order. ‘The descriptions 
of them here are anything but com- 
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plete: the potato flake survey, for in kinds of packaging, store equipment 
stance, is a fifty-four page job cover etc. Nothing is ever done for a single 
ing, among other things, where people company, only tor an entire indust! 
first heard about the product, how Results, of course, are public. ‘The 
they used it, how they liked it thei are read, or should be, by the co 


ages, education, etc. petition, As a first 


I 


‘To get a free survey, an industry Department to undertake sul 
must in one way or another use ai Marketing Kesear 
agricultural product which becomes ‘rvice rtment of Agriculture 
surplus. Working with the Depart i ist advisory committee 
ment are dozens of advisory con t omeone on right committee w I] 
tees, composed of growers, processo! be helpful. Or, interested groups can 
dealers, etc. A committee must e to Oris Wells, Administra 
dorse a project of some benefit to I Agricultur il Marketing Ser 
farmers in order to get a job done e, Department gricult 


re 
, 


Surveys cover not only products, but Washington 25, D. ¢ The End 


RED PLASTIC LETTERS on floating white plastic blocks form the nucleus for 
this new outdoor display poster advertising Sunny Brook brand of National 
Distillers Products Co. The huge plastic blocks and the three-dimensional plastic 
bottle reproduction are all lighted from within, making the parts appear to be 
disconnected at night. The poster was designed by Joseph Campanaro, national 
art director of Outdoor Advertising Inc., in conjunction with Lawrence Fertig & 
Co., National Distillers advertising agency; and Matteson Southwest Co 


Self-Imposed Rules for Salesmen and Management 


The following points are now in full force in the 340 manufacturing firms, 
employing several thousand salesmen, who have adopted this code of 
fair dealings proposed by National Association of Men's Apparel Clubs. 
Goal: to win code's O. K. from 500 firms employing 6,000 salesmen. 


Points of Agreement 


1. “Guaranteed commission 
on at least 85%, of accepted 


orders booked. 


2. “Territorial protection 
for salesmen, authorized and 
accepted by a group of lead 
ing and progressive manufac 
turers as a basic code. It isa 
fact that manufacturers 
throughout the country are 
happy to join in an industry 
program for better manage 


ment-salesmen relations.” 


Code of Ethics for Salesmen 


“1. Honest and sincere performance of 
all salesman’s duties, and the obligation 
of the salesman to perform a full and 
complete day’s work. 


2. Intelligent, truthful, and conscien 
tious representation of his house and his 


product. 

3. Diligent effort at all times to build 
the reputation of his firm, and to conduct 
himself as a gentleman. 

4. Create good will in order to build 
a constantly better relationship among 
salesmen, manufacturers, and retail store 
personnel. 


5. Notification to employer in sufficient 
time to enable replacements to be se 
cured in the event salesman has decided 


time to allow replacement to be secured 
if salesman desires to terminate contract 
during the selling season. 


7. Return all samples within a reason 
able time. 


8. Refrain from promises that the firm 
will not be able to fulfill, and to sell only 
in accordance with policies and instruc- 
tions issued by the manufacturer. 


9. Carry additional lines only with the 
full knowledge and permission of his 
employer and to give equitable attention 
to each line carried. 


10. Employee should not accept draw 
ing unless he faithfully performs the 


duties of fair representation of his line. 


6. Definite notice to manufacturer in 


not to renew contract. 


made between himself and his employer.” 


Honor and fulfill all agreements 


Why an Industry Polices Itself 


lhe Campaign to win 
tor the 


Act eptane c 


elt imposed rules for sales 


men and management in the men’s 
apparel industry continues, 


karly this year a campaign wa 


Moriz VI 


vice president and 


initiated by 
Dreyfus 


COrt hairmen 
gener il 
sales manager 
Darby, Pa 

vice president 
Inc.; and 


salesman for 


Pioneer Suspender Co 
William | Iesterman, 
Beau Brummell ‘Ties, 
Joseph Kingsley St. Louis 
Reis & Co., to 
300 endorsers during the year 

Points of 
“Code of 


Robert 
obtain 
for the 


for the 


Agreement” and 
Iithics for Sales 
Mien 

By the first of October they had 
more than 340 endorsers, instead of 
the 1957 goal of 300 firms. 

Ihe adoption of the 
hailed by a full page advertisement in 
Daily News Record paid for by the 


participating endorsers 


rules was 


The new code represents the ful 
fillment of a six-year-old dream of 
Harry Reimer, editor of Daily News 
Record 
for the code at an informal meeting of 
the Men’s Apparel Club in Philadel 
1951. Then 


that if "i or 0) 


who first proposed the idea 


phia in Reimer hoped 


manutacturers 


84 


would endorse a basic code, this 
would be a great achievement.” 

At first, some manufacturers were 
reluctant. “They believed they were 
living up to the rules and that it was 
not necessary to adopt them formally. 

But these firms have adopted the 
they were persuaded 
that open endorsement by compantes 


( ode bec ause 
who are living up to the general 
philosophy expressed in the code 
would help to persuade some of those 
giving lip service to take a new look 
at their practices, 

Some manufacturers, for example, 
fail to ship out the salesman’s full 
The aggravated. 
Ihe salesman, who pays his own ex 


order. retailer is 
penses and works on commission, is 
short of his full payment. 

here IS 


also the manufacturer's 


failure to give salesmen protected 


territories, to turn a salesman’s a 
the mo 
ment he brings it up to worthwhile 
volume. 

National Association of Men’s Ap 
parel Clubs recognizes that “manage 
ment-salesmen relations is a two-way 
proposition, and is stressing that sales 
men fulfill their obligations and give 


count into a house account 


their best services to their employers. 

“Widespread endorsement of the 
‘Points of Agreement’ will assure fair 
treatment of all men’s and boys’ wear 
salesmen generally, and add to our 
industry's standards and to the 
cause of better selling.” 

The unique point of the program 
is that the MAC agreement is com 
pletely Many 
will not work or handle a line for a 
company not subscribing to it. In 
court cases or legal involvement, 
NAMAC evidence is expected to 
have strong weight in court of law, 
because so many of the major manu- 
facturers in the country are 


NAMAC 


voluntary. salesmen 


now 
endorsees of Points of 
Agreement. 

‘The St. Louis law firm of Sussman, 
Mayer & Wiler has retained 
as “arbitrators” to hear grievances of 
salesmen and then to follow through 
by writing to the company to straighten 
out the problem. ‘To date they have 
been very effective in adjusting griev- 
ances by both employers and employes. 


been 


‘They have no actual enforcing power 
or threats behind such grievance pro- 
cedure—just moral and ethical per- 
The End 


suasion. 
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Wesley 8. Hadden, 


” w c Divisi 
est Coast Division 

2) 

4 


Sales Manager 


” a. ie 


— 


BEHIND THE SCENES 


\ 


Central Division 
Fred B. Sanders, Sales Manager 


Northern Division 
|} William A. Gray, 
Sales Manager 


THESE ARE THE MEN “7... — 


WHEN YOU HOLD 


/ 


Mox W. Richmond, Sales Manager 


/ 


ei ae 


CONVENTIONS AT 


SHERATON HOTELS 


MEET OUR REGIONAL SALES MANAGERS 


They know the who, what, when, where, and how of running conventions 


Put them all together and you've got more than 80 years convention 


experience. Individually, behind the scene and on the scene, they represent 


the very best in service wherever you hold your convention. So if you're 


planning a convention, write a letter to Sales Department, 


Sheraton Corporation of America, 470 Atlantic Avenue, Boston, Mass 


mark it in care of the man above who's in charge of your convention area 


He'll see to it personally that Sheraton’s full facilities are at your disposal 


to help you plan and run the best convention you ever had 


Atlantic Division 
Leonard R. Oakes, Sales Manager 


Dallas Division 
L. Ray Dietrich, Sales Manager 


and 


is) ls H E R AT oO N the proudest name in H '@) T E LS 


EASTERN DIV. 


NEW YORK 
Park-Sheraton 
Sheraton-Astor 
Sheraton-McAlpin 
Sheraton-Russell 
BOSTON 
Sheraton-Plaza 
WASHINGTON 
Sheraton Cariton 
Sheraton-Park 
PITTSBURGH 
Penn- Sheraton 


OCTOBER 


Executive and Sales Offices — 470 Atiantic Ave., Boston, Mass 


BALTIMORE 
Sheraton-Belvedere 


PHILADELPHIA 
Sheraton Hotel 
PROVIDENCE 
Sheraton- Biltmore 


SPRINGFIELD, Mass. 
Sheraton-Kimball 


ALBANY 
Sheraton-Ten Eyck 


ROCHESTER 
Sheraton Hotel 


1957 


BUFFALO 
Sheraton Hotel 


SYRACUSE 


Sheraton-Syracuse Inn 
Sheraton-De Witt Motel 


MIDWESTERN DIV 
CHICAGO 

Sheraton. Blackstone 
Sheraton Hotel 
DETROIT 
Sheraton-Cadillac 
CINCINNATI 
Sheraton-Gibson 


ST. LOUIS 
Sheraton Jefferson 


OMAHA 
Sheraton-Fontenelle 


LOUISVILLE 
Sheraton -Seelbach 
The Watterson 


DALLAS 
Sheraton Hotel 
Opens 1959 


AKRON 
Sheraton Hotel 


National Convention Office — Sheraton-Park Hotel, Washington, 0. C 


INDIANAPOLIS 
Sheraton-Lincoin 


CEDAR RAPIDS, towa 
Sheraton-Montrose 


CANADIAN DIV 


MONTREAL 
Sheraton-Mt. Royal 
The Laurentien 


FRENCH LICK, Ind 
French Lick-Sheraton 


PACIFIC DIV 


SAN FRANCISCO 
Sheraton Palace 


RAPID CiTY, S.D 
Sheraton- Johnson 


SIOUX CITY, lowa 
Sheraton. Martin 
Sheraton-Warrior 


SIOUX FALLS, S. D 
Sheraton-Carpenter 
Sheraton -Cataract 


TORONTO 
King Edward Sheraton 


NIAGARA FALLS, Ont 
Sheraton- Brock 


LOS ANGELES 
Sheraton-Town House 


PASADENA 
Huntington. Sheraton 


HAMILTON, Ont 
Royal Connaught 


WORTH WRITING FOR.. 


“Executive Controls” 


Authored by William O. Reede 
or Gseneral { A. (retired) and 
College of Business Ad 

tration racuse University 

monogr iph concerned with the 
byect of 


Vlore 


rogrami g-budgeting 


management controls, 
it explains how the 
process 
make uch management controls ef 
fective and understandable. It de 
ribes the teps needed to gain addi 
tional insight into the process and to 
trengthen the partnership ot operator 
and financial man. Copies ($1 each) 
Richard R. 
Research 
ersity, 129 Col 


lewe Place SVTrac > 10 N 7, 


obtained 
till Director 


Center, Syracu 


mia be from 


Business 


The Western Market 


\n economic survey of San Fran 
\rea and Bay Region. 
I population and chara 


r population trends low al and 


regional employme nt; lis Ing condi 


tions; civic and social activities; ree 


reation and culture education : pub 


utilitue 


; building, real estate and 


’ 


ixe finance; agriculture; mining; 


inanutacturers ; transportation ; trafh 


commerce and communi ATIONS ; world 


retail trade 
; San Fran 


rade; wholesale trade 
ind service establishments 


co local market 
jor multiple market 


San Francisco ma 
Northern Cali 
Pacific Coast market : 
Pacific Coast market analysis; West 
ern regional market; area and re 
nional market Copies of “San Fran 
isco and the Bay Area’ may be 
BB. Koeber, Manag 

Research Department, San Fran 
cisco Chamber of 


tornia market 


obtained fron R 
; 


Commerce $44 


Pine St in Francisco 4, Cal. 


TV Spot Sales 


Ihe Miami Area, which is expected 
to double its 1950 population by 1960, 
is the subject of this market data book. 
Although the Area now ranks 25th in 
population it is 17th in total retail 
ales and 16th in automotive and drug 
ales. Data include number of tele 
Vision homes ; population increase 
1920 through 1950 and esti 
mated population increase 1960 and 


from 


1965; retail establishments by type; 
grocery chains; 
leading department, 5c-$1 and variety 


leading drug and 


tores; tourist ace ommodations Great 
er Miami; 
radio stations, newspaper and Sunday 
supplements. A copy of ‘Market Data 
Book—-WCKT, Miami” may be ob 


Miami television stations, 


86 


tained from Wilbur Fromm, Promo- 
tion Department, NBC Spot Sales, 
3) Rockefeller Plaza, New York, 
N. Y. 


7 Magazines’ Audiences 


Fifth and final installment of “A 
Survey of Seven Publications” con- 
ducted by Alfred Politz Research, 
Inc., under the sponsorship of The 
Reader's Digest. From the data pro- 
vided by this report, : “Audiences by 
Combinations,” it is possible to as 
semble and evaluate audiences of dif- 
fering gross and net sizes, by different 
combinations and characteristics, and 
to build audiences to meet a _ pre- 
determined need. It is also possible to 
determine the degree of duplication 
that exists in the audiences to all seven 
publications covered in the survey: 
Good Housekeeping, Life, Look, Mi 
Call's, The Saturday Evening Post, 
This Week, The Reader's Digest. 
lor a copy of the report, write to 
Kred D. ‘Thompson, Jr., Advertising 
Director, The Reader's Digest, 230 
Park Ave., New York 17, N. Y. 


San Jose, Cal. 


Its rapid since 1944 is 
highlighted in a 35-page market study. 
In almost every category it has moved 
into the top 50 markets. New in 
dustries and expansion of existent 
plants have invested almost a third 
of a billion dollars in the area. Since 


growth 


major growth dates from 1950, the 
period trom 1950-1956 is covered in 
detail, using the 1957 Sates Man 
AGEMENT Survey of Buying Power 
rankings. Compared are other mat 
kets such as Birmingham, Fort 
Worth, Phoenix, ‘Toledo, Akron, 
Worcester, Rochester and Sacra 
mento. Comparisons include popula 
tion, family population; total retail 
sales; food, eating and drinking, gen- 
eral merchandise, apparel, furniture 
household-radio, automotive, gas-serv- 
ice stations, lumber-building materials 
hardware, and Similar 
category comparisons are made in re 


drug. sales. 


gard to the nine counties located ad 
jacent to San Francisco Bay. Copies 
of “California’s Up and Coming Bil 
lion-Dollar Market’’ are available 
from Daniel K. Stern, Public Rela 
tions and Promotion Director, San 
Jose Mi reury ef Neu g, San Jose, Cal. 


Automobile Dealers 


‘They represent an important mar 
ket for many products and services. 
And in order to measure the typical 


dealer, his size, method of operation 
and potential buying power, this 
study, “A Survey of Automobile Deal- 
ers,” by Associated Researchers, was 
conducted among 2,000 dealers se- 
lected from 11 states: New York, 
Connecticut, Pennsylvania, Mary- 
land, Illinois, Ohio, lowa, ‘Texas, 
Missouri, California, Georgia. Copies 
may be obtained from Herman C. 
Sturm, Director of Advertising, Na- 
tion's Business, 711 Third Ave., New 
York 17, N. Y. 


Present-Day Marketing 


Five original papers in the 1957 
Turck Lecture Series which afford 
a realistic understanding of the dy 
namics of marketing today, sponsored 
by the National Association of Manu- 
facturers and Yale University: “Sci- 
entific Aspects of Marketing” by 
Frank W. Mansfield; ‘Marketing 
Intelligence” by Al N. Seares; ““Man- 
powering a Marketing System” by 
J. A. Mellnay; “Stimulating Con- 
Demand Through Manufa 
turing Customers” by Donald M. 
Hobart; “Channels of Marketing’’ 
by Thomas J. Kehane. For a copy of 
“The 1957 Turck Lecture Series on 
Marketing and Distribution ($1), 
write to Leslie Avery, Director, Pub 
lic Information Department, National 
Association of Manufacturers, 2 EF. 


48th St.. New York 17, N. Y. 


sumer 


Use of Nonmetallics 


This study, “Industry’s Use of 
Nonmetallic Materials and Parts,” is 
based on information obtained from 
616 hardgoods manufacturing plants, 
including market data on 16 different 
types of nonmetallics. Data are broken 
down by industry according to the 
Standard Industrial Classification sys- 
tem. Single copies are available from 
William P. Winsor, Publisher, M]a- 
terials In Design Engineering, 430 
Park Ave., New York 22, N. Y. 


Sales Forecasting 


A balanced report on how sales 
forecasts are made in the context of 
the background situation and the 
problems of the particular company. 
It is based in part on an analysis of 
sales forecasting practices of 20 se 
lected companies in the Midwest. 
Copies of “Sales Forecasting: Meth- 
ods of Selected Firms” ($1 a copy) 
may be obtained from Bureau of Eco 
nomic and Business Research, Uni- 
versity of Illinois, Urbana, III. 
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Why The Dallas News 
clamors for COLOR: 


The News KNOWS color. One of the 


® earlier entrants into newspaper color printing, 


The Dallas News has ranked high in color lineage 
for many years, with an average of more than a mil 
lion lines a year over the last five. Through this large 


experience News personnel have developed an efficient, 


high fidelity color printing technique. 
A MODERN, air-conditioned plant with new presses 
and up-to-date equipment assures accurate registration, 
: color fidelity and flexibility — and availability on short 
notice, seven days a week, for one, two or three colors! 


The News’ QUALITY MARKET deserves 

™ color. Color can achieve its full potential 
only in markets whose ability to buy warrants color’s 
additional cost. Three-fifths of The News’ subscribers 
in the A.B.C. city and retail trading zones have $5,000 
or more family income, one-fifth have $8,000 upwards! 


The News WANTS color... because of the 

@ high proficiency with which The News can 
reproduce color advertising, it is a profitable venture 
for The News despite a low color milline rate...and. 
because the impact of color— added to The News’ 
32,454 larger circulation, greater influence and sele 
tive, quality coverage of the entire Dallas Market 
assures the unmatchable performance of your advertis 
ing in the Dallas Market! 


YOU'LL BE rightly proud of your color adver 


tisements in The News. As proud as The News of its 


ability to print color! 


THE 
DALLAS MORNING 


NEWS 


Member, Metro Sunday Comics Network 


Dallas News readers HAVE MORE...SPEND MORE 
...and there are MORE OF THEM 


CRESMER & WOODWARD, INC. © National Representative 
New York * Chicago * Detroit * Atianta * Los Angeles * San Francisco 


OCTOBER 18 1957 


THERES ONE SURE WAY 
TO SELL ALL OF 
The Syracuse Market 


Once you've accurately measured the size of your sales 
opportunity in the Syracuse market, media selection is a 
cinch. Here is a fifteen-county market, with 1,392,300 
population, and over $2 billion annual buying income. 


There’s one effective, economical way to sell all of it! 


The Syracuse Newspapers deliver one hundred percent 
home coverage of the metropolitan area daily and Sun- 
day, plus effective coverage of the 14 additional counties. 
For example, in the five big, adjacent counties, these 
newspapers give daily coverage ranging from 55% to 


76%, and Sunday coverage ranging from 81% to 95%. 


No Other Combination of Media in the Area Will Do 


a Comparable Job at a Comparable Cost. 


FULL COLOR AVAILABLE — DAILY AND SUNDAY 


Represented Nationally by America's No. 1 
MOLONEY, REGAN & SCHMITT Test Market 
the SYRACUSE NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


THE POST-STANDARD 
Morning & Sunday 


CIRCULATION: Combined Daily 233,150 Sunday Herald-American 221,744 Sunday Post-Standard 105,245 
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Market Research Has a Prime Selling Job 


Marketing research must be objective, it must be factual and it 
must get exposure and action from top management. It cannot rely 
solely on the fellow to whom it reports to get it that exposure. It 
must provide him with marketing facts, but it must also recognize 
who it is that he has to sell and must prepare those facts in such 
a fashion that his selling job is made as easy as possible. 


I believe that most management people rather expect an academic 
approach from marketing research. But marketing research can 
quickly kill the sales possibilities of its findings by hiding the bare 
facts behind a lot of needless big words and phrases. ‘The precise 
words of the academician are usually used sincerely so that every 
facet of the report says exactly what it was intended to say. 


But if the first management reaction is, “Who the Hell are 
they trying to impress,” you’ve struck out. You've set needed action 
back. No matter whom you report to, you are not going to get 


the desired exposure in your company. 


There is something else that marketing research must recognize 
if it is to help the man to whom it reports to sell the idea and get 
action. 

Marketing research is a forward thinking force in any company. 
It is the complete antithesis of status quo. And in every company 
there are those who worship status quo above all things else. 


So marketing research must anticipate active opposition to virtually 
every progressive finding. Every time research indicates a need to 
change, there will be those who will oppose. 

If the path to expanded markets is found to involve new ex 
penditures, the strength of the controller’s office can be counted 
on as being in initial opposition. 


If research findings indicate a need for product change, opposition 
may generate from within the manufacturing function. 


If research findings indicate a need for a change in advertising 
media, opposition can be counted on from that sector. 


But I think that all of us have been prone to overlook a primary 
source of potential opposition to research findings. 


Marketing research must never lose sight of the fact that operating 
as they do in the marketing phase of the business, they may find 
some super salesmen lined up in the opposition camp. 


Every company has its share of super salesmen in positions up and 
down the management ladder. They are valuable men. They know 
how to get things done. 


These men can also be the most dangerous men in a company. 
They have the ability to sell fancy as easily as they sell fact. They 
can sell anything. They can also stop sound, progressive, programs 
by selling the advantages of status quo. 

A lot of hard sell must be built into marketing research reports, 
so that the man to whom you report has a fighting chance against 
the super salesman who may decide to unleash his masterful sales 
ability against the proposition. 

Statistics, charts, graphs, and figures prove a point completely 
to us who deal in such things. But they don’t prove anything to 
anybody, once a silver tongued orator attacks them with off the 
cuff arguments. 


Ben E. Edscorn, director of 
marketing research, International Shoe Co. 
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BIG NEWS 
\ inFARM 
\ MEDIA © 


CLIP 
AND SAVE 


PAGES 
133-135 


WHAT HAS A STADIUM 
TO DO WITH SALES? 


Possibly a very great deal indeed, fcr 
this new 32,000 seat home of the 
Green Bay Packers football team didn't 
just build itself. And it suggests to us 
O citizenry endowed with an unusual 
capacity to earn money matched by 
an even more unusual willingness to 
spend it 

We're not motivation experts. But 
weve helped a host of advertisers 
move a mountain of goods and sery 
ices by carrying their sales messages 
into more than 39,000 homes every 
day! Whatever the science of the thing, 
our folks have the cash, they let go 
of it, and we're the only medium to 
tell all of them when 
ou like 


in color, if 


GREEN BAY 


Inn . tt. 
PRESS-GAZETTE 
Green Bay, Wisconsin 
Phil McClosky Mgr, National Advertising 
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Mark this market 


on your list! 


CENTRAL AND SOUTHERN ALABAMA is the home of 
1,000,000 people in 35 counties — one-third of 
Alabama’s population and retail sales! 

You reach this big and growing market only 
through WSFA-TV’s maximum-power VHF 
signal. You cannot cover it with any other TV 
station or combination of stations! 

Mark Central and Southern Alabama on your 
list...and buy it with WSFA-TYV! 


WSFA-TV’s 35 Alabama counties * 


IN. 6 oc ore b5bdos ones cnn 1,093,100 
Retail Sales. shee ert ntace oon $ 741,637,000 
aneccnedeae Cue $ 184,927,000 

eke ccebaad $ 21,859,000 
Effective Buying Income.......... $1,062,690,000 


Food Store Sales. 


Drug Store Sales. . 


* Does not include 3 Georgia and 3 Florida bonus counties 


Source: Sales Management Survey of Buying Power, 
May 1957. 


The WKY Television System, Inc. 
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ALABAMA 


Represented by the Katz Agency 


WKY-TY and WKY Oklahoma City WTWT Tampa - St. Petersburg 
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Arvin Salesmen 


+ 
OOTY AA TONaL AEVERTIOUN 


Help to Design, 


POMEAD UI 


Siu \ 


Select and Price a New Line 


Management's reasoning: Salesmen live with buyers day- 
in and day-out. Why shouldn't they develop a ''feel" for 


PLANTS MANAGER John Scheier told 
the salesmen of production employes’ what will sell and what won't? Why not use their market “HR: 


interest in sales. . demonstrated a 


new ironing table they'll be selling. sense in planning the introduction of new products. 


On October 15 Arvin Industries, Inc. will 
show a new line of outdoor furniture and bar 
becue braziers at the Fall Furniture Market in 
Chicago. 

No one in the company is worrying very much 
about the attitude and morale of the salesmen 
who will sell the line. Reason: The salesmen had 
a direct hand in helping to make the decisions 
on styles and items to be included. They met 
with top echelon executives earlier this summer 
at Arvin’s home plant in Columbus, O. 

(jordon B. Sutton, general sales manager of 
Arvin’s Furniture and Housewares Division, says 
that, in effect, ‘‘these men became more than 
salesmen. ‘They joined the design, engineering 
and production teams in our division.” Partici- 
pants in the meetings included manufacturers’ 
representatives as well as the company sales force. 

As each item was presented, the salesmen were 
asked to write yes or no, indicating whether it 
should be marketed, and then add their com- 
ments. Only questions, not statements or sug- 
gestions were accepted orally at that time. 

‘The reason for keeping mum, Sutton explains, 
“was that we didn’t want one salesman influ- 
encing another. We wanted each one to put in : 
writing his own views.” 


DIVISION PRODUCTS MANAGER Joseph Hutton introduces the 
whole line of ironing tables, describes pricing procedure, asks 
for honest opinions from the salesmen about possible customer 
reaction to suggested prices. The men’s views are important. 


Written answers were tabulated by Gordon 
‘T. Ritter, director of marketing and product 
research, and then weighed by a committee con- 
sisting of Orphie R. Bridges, vice president and 
division general manager; Edwin FE. Campbell, 
product manager; F. Lewis Moore, chief engi- 
neer; Litter and Sutton. 

“We found the men had definite opinions on 
almost every item,” Sutton says, “and in 85% 
of the cases those opinions were unanimous. In 
reviewing the present merchandise, the salesmen 
came up with several suggestions that will result 
in better quality and appearance and should bring 
direct results in sales. Many of these changes 
CHIEF ENGINEER John Brighton gets some concentrated atten- we in Columbus hadn’t even thought of pre- 
tion from his audience when he shows “the newest of the new” viously, being too close to the manufacturing 

. “an ultra-modern streamliner” among ironing tables. Salesmen end.” 
cheered, agreed it should be introduced immediately. 


Example: the Lustracolor aluminum furniture 
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The “Bellwether” to Big Sales 


Complete crop and livestock diversification marks Penn- 


sylvania as a “‘bellwether’’ among the states, a leader in 
big, steady farm-cash intake. It boosts Pennsylvania to 
the top-third in farm income year after year. It makes 
Pennsylvania farm folks bigger buyers of your products 

every month 

There’s a perennial leader among the farm magazines 
too. It’s PENNSYLVANIA FARMER, read in 9 out of 10 
Pennsylvania farm homes. It’s the one farm paper de 
voted totally to Pennsylvania’s rural families and their 
business of farming 

Right up front, too, are Ohio and Michigan, where 
the popular farm papers are THE OHIO FARMER and MICH 
IGAN FARMER. All 3 are 4-color gravure printed to save 
you plate costs, published twice monthly. Write 1010 
Rockwell Avenue, Cleveland 14, Ohio, for details on this 
rich, 3-state farm market. 
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gVN 1958 Penasyania Farm Show 


SHOW me =m sms 
“oa encemnes v4 


| RPennsytvania FARMER 


HARRISBURG, PENNSYLVANIA 


THE OHIO FARMER, Cleveland 


MICHIGAN FARMER, East Lansing 


Where the convention season never ends... 


infor 


mation 


address 


Combining the finest, most modern ac- 
commodations for business meetings with 
unexcelled sport and recreational facilities, 
The Greenbrier offers an outstanding loca- 
tion for your next convention. The Green- 
brier’s newly completed, air-conditioned 
West Wing provides meeting rooms for 
groups up to 1000 and includes such 
. a brand new auditorium 


the latest P. A. 


features as . 
with a 42 foot stage... 
systems and projection equipment... a 
theater with CinemaScope screen . . . and 
superb arrangements for banquets. Don’t 
overlook either, the marvelous sports and 
recreational facilities, the courteous serv- 
ice, comfortable guest rooms and wonder- 
ful dining that have made The Greenbrier 


world-renowned as America’s Informal 


line. This furniture, featuring fade- 
proof burnished copper and metallic 
green finishes, in the past has been 
held together by plain chrome hard- 
ware. At the suggestion of several 
salesmen, the hardware this coming 
year will be the same color as the 
finish. 

Should Arvin introduce certain de 
signs this year? The salesmen decided 
that. ““‘We have had several designs 
under wraps for a couple of years 
because we thought they were too 
advanced,” explains Sutton. “This 
year we decided to show them to the 
salesmen and get their opinions. As 
a result, one of these designs will be 
introduced in October.” 

Not all of the comments result in 
affirmative action. Negative opinions 
abounded and as a result some items 
Arvin has planned to introduce this 
year are being shelved. The salesmen 
convinced executives that it would be 
unwise either from a styling or pric- 
ing viewpoint to introduce certain 
items. 


Salesmen's Ideas Are Valued 


Sutton says that in his division they 
realized long ago that “Our men, 
like all salesmen who might feel ‘left 
out,’ appreciate being consulted be- 
fore new products are introduced or 
changes made in old ones. Plainly 
and actually, they are closer to the 
customer’s wants and needs than are 
factory people, thus they’re in a strong 
position to help determine what will 
and what won’t sell.” 

When Arvin had all its sales force 
together at the summer meeting, the 
men were asked point blank to re 


foyer 1 view established products and pre 
view new ones the company was con 
templating putting into manufacture. 


‘They were asked for opinions and 


Business Capitol. 


Sulphur Spring 


cw Yorks 17 Base 50h Sores Go» 

A CCOD WC e comments on possible changes, what 

ra kind of reception they thought the 

merchandise would get from custom- 

WHITE SULPHUR SPRINGS - ers, and pricing policies. “Their rec- 

ommendations and suggestions have 

been followed almost to the letter,’’ 
Sutton reveals. 

“One might feel that the salesmen, 
after seeing new merchandise, would 
slacken their efforts to sell present 
items, holding back until the new lines 
could be 


WEST VIRGINIA 


COMING NOVEMBER 10: 


SALES MANAGEMENT'S annual “Marketing on the Move" issue 
is currently being shaped by the editors. This year, it promises to be 
more valuable than ever to the planning, thinking marketing executive. 


introduced,” Sutton sug- 
gests, “but we found just the op- 
posite happening. The salesmen gained 
new confidence both in themselves and 
in the company and have been writing 
more business now than ever before. 
“Every salesman or representative 
now realizes that he’s part of the 
Arvin team, and judging from the 
sales results so far, that’s the way we 
all want it to continue to be.” 
The End 


The issue is designed to improve your foresight. It will be filled 
with projections, estimates of change in markets, future buying power, 
population, predictions 


The “Marketing on the Move" issue is an indispensable adjunct to 
scientific market planning. Watch for it! Read it! Use it! 


SALES MANAGEMENT 


SALES MANAGEMENT 


V Actually, total effective buying income of more than $2.7 billion 


/ Contains 3 of 9 top counties in value of farm products sold 
in the United States 


e THE SACRAMENTO BEE 
e THE MODESTO BEE 
Sales curves can soar when you sell all of the nation’s leading e THE FRESNO BEE 
farm state, California including the bountiful Inland Valley 


/ Not covered by San Francisco and Los Angeles newspapers 


And coast newspapers just don’t get home in the Valley 


where 
families buy and have faith in their own Bee newspaper 


Data Source: Sales Management's 1957 Capyrighted § 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES O'MARA & ORMSBEE 


in the newspaper field, only McCiatchy gives national advertisers three types of discounts bulk, frequency and a combined bulk frequency Check O'Mara & Ormsbee for details 


Sales Manage 
of 


second half, ’57: 


Survey by # WEE @ Magazine’s Editors Shows Market Changes Affecting Sales 


This advertisement is 4 condensation of 
STEEL’s latest findings in a series of manage- 
ment surveys in metalworking. The informa- 
tion you’re about to read reflects the plans, 
opinions and hopes of some 5,000 manage- 
ment executives of metalworking plants, as 
discussed by STEEL’s editors. 


The major factors affecting metalworking busi- 
ness activity: 


Prosperity has its problems 


IRWIN SuCH, Editor-in-Chief: Ask any 

metalworking boss to tell you his 

troubles and he'll probably say just one 
oO 


word t Let's look for the reason 


WaLtT CAMPBELL, Editor: It’s true 
second-half sales are running ahead of 
the first six months of this year. They're 
e up 3.8%, and selling prices are up 
1.7%. But even this boost in metalwork 
ing income can't wipe out increased 
costs. Profits after taxes are expected 
to drop from last year's figure of 5% 
of sales to 4.67%, of sales in the second 
half of this year 


1. Sales for the second half of ’57 are running 
3.8% ahead of first six months’ figures. 


2. 1957 business volume will reach 138 billions, 
3.2% more than last year’s last six months. 


3. Employment is up slightly; capacity is main- 
taining a healthy, steady growth. 


4. Selling prices are being pushed up, the result 
.of a 3.7% increase in costs. Profits will suffer. 


Profits will Drop 8% 


COMPARED WITH LAST HALF OF 1956 


EXPECTED PROFIT ON 
SALES AFTER TAXES 


1957 (Second Half) 4.6% 
30.6° 0 


EXPECT 
NO CHANGE 


33.4% PROFIT ON SALES 
oon AFTER TAXES 


CREASE 
pene 1956 (Second Half) 5.0% 


All charts shiow breakdown of repiies from respondents to a 
survey of 5,000 management executives of metalworking plants 
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up-trend, problems hold the key to more sales to metalworking 


Cost-fighting products 


have sales appeal 


MANUFACTURING COSTS UP 3.7% 


74.1% 
EXPECT 
INCREASE 


VANCE BELL, Associate Managing Editor 
Talk costs when you're selling to metalwork 
ing and you're going to be heard. If your 
product can help management this 
one big problem, it ought to have real sales 
appeal 


solve 


SELLING PRICES UP 1.7% 


46.8% 
EXPECT 
NO CHANGE 


46.3% 
EXPECT 
INCREASE 


JOHN S. MORGAN 
tor: Also, you'll do well to temper your sell 
ing with these additional thoughts. Price 
competition in metalworking itself is the 
toughest it has been in 10 Manager 
are extremely reluctant to pass rising mate 
rial and production along to their 
customer 


Associate 


Vanaging Edi 


years 


costs 


CAPACITY UP 4.5% 
ae Cif) 
OF ALL PLANTS 


WILL EXPAND FACILITIES 


4.4% will build new plants 
13.2% will add to present plant 
22.1% will install new equipment 


a.- 


& alt 


ry i 
of metalworking 1 


and 
award-winning serie 


Expansion is a ‘‘Must’’ 


WILLIAM M. Rooney, Market Editor 
plants are still going up. Very 
third of all plants plan some 

expansion. The 
hardware—capital goods 
along by growing 
equipment can 
healthy market 


New 
close to a 
second halt 
market for expansion 
is being pushed 
population. Sellers of 
count on a continuiny 


Where the most money’s coming in 


GRAY 
biggest 


Dr. ALLEN G Technical Editor 
Metalworking’s increase in in 
come are being enjoyed by manufacturer 
of electrical machinery and equipment 
fabricated metal products, and instrument 
and scientific apparatus. Their second-hall 
sales are expected to beat the first half 
year by i to 9.5% Their 
booming 


business i 


Sucu: That's an example of why it pay 
to know markets thoroughly. You 
can sell more, sell quicker, and make sale 
calls more productive when you have a 
dependable way of picking out the pro 
pects who have the money to bu your 
product and who need it 


“\ 


+ bn 


your 


CAMPBELL: Doing the kind of a marketin 
talking about call lor good 


market information 


you re 


A New Guide to 
Metalworking Markets 


SUCH We've STEEI new bool 
Metalworking Markets in the U.S.” avail 
ible to sale 


made 


managers for just that reason 
All the information from STEEL ’'s censu 
in it the results of our 
most recent surve S. 1. ¢ breakdowns of 
market potential the newest 
complete metalworkiny 


and most 
marketing infor 


mation you can find 


A limited number of copies of 
STEEL’s Metalworking Mar 
kets in the U.S.” is available to 
sales executives. You may get a 


copy by contacting the nearest 


STEEL sales representative. Also 
available from STEEL: the fa 


mous metalworking marketing 
map, specific market information 
material STEEL 

s of problem 


solving management articles 


from 


working Weekly 


s 


a\| Penton| publication 
penton building 


cleveland 13, ohio 


THE HUMAN SIDE 


BY HARRY WOODWARD 


How To Sell to Long-Hairs 


He wa arrying Madison 
venue badge ol streetship the at 
And he wa 
the out-ot-condition gait that chara 
yolter He 


aboard the / 


tache case running W th 


terize the weekend 
crambled 


W c tport a 


lapsed into a seat 


’O =6trom 
it pulled out col 


Couldn't tear myself away fron 
that damned imrise Semester on 
IV.” he breathed Lhis ha yot to 
top! 

| r been to SIX book hops and 
in only find one copy ot Stendhal’s 


The Red and ‘The Black 


ecmestel ha 


Yunrise 
cleaned everyone out 
shall we flip tor this copy lhe 
ecretary to a New Jersey ales man 
wer talking 

What t all about? 


COpy ota he avy 


What has a 
gong classic to do 
with a crack-of-dawn ‘TV program ? 
And what is this Sunrise 
that has seemingly everyone 
Y ork Metropol tan area 
watching it of talking about it 
In case you live 


Semester is a Comparative 


semestet 


in the hinterland 
ire course, telecast five morn 
ngs a week from 6:30 until 7:00 
The teacher is Dr. Floyd Zulli, Jr 
And the program offered by New 
Y ork University—ot which [)y 

a staff member—over WCBS 


prograd 


from the fact that it has 


a remarkable rating for (a) an early 
morning program and (b) a cultural 
program is that N.Y.U. actually 
gives scholastic credit (fee: $75 for 


three points) to viewers if they regis 


ter betore October 23. 

Ihis, CBS thinks, accounts for.only 
a small fraction of the program’s pop 
ularity. ‘he network actually is bat 


Hed and pleased 


with the pro 
\ combination of 
provocative teacher ind 
the current thirst for culture that 
characterizes out 


grams reception. 


a torceful 


society,’ was the 
way a CBS spokesman put it. 

But the acid test of the program's 
success is this: “The 7:00 a.m. spot 
has been sold—for the first time in 
the history of the station. And the 
sponsor is Barnes and Noble, the huge 
New York bookseller. 

Ihe course will cover modern fi 
tion and while it concentrates on the 
modern classics it will hit several 
authors whom you probably never sus 
pected of being cultural: In case you 
dote on Hemingway, you'll be glad 
to know that Dr. Zulli will devote 
time to him, too, 

The idea for the program came 
trom Sam Cook Digges, general man 
ager of WCBS-TV. And no one is 
happier than Mr. D. For his idea 
not only caught; his idea is such a 
splendid one that people get up, turn 
on ‘TV and watch a program when 


Yor k ( hoi e. 


t is their ony New 


‘There is no competition for Sunrise 
Semester for there is no other pro 
gram over rival networks at that 
hour. Not from New York City, any 
way. 

The whole thing has the IV 
world in a whirl: For years, since 
‘TV got large audiences (and even 
before), spokesmen who were 
thought to know ot what they spoke 

have been steadily maintaining that 
the vast IV audience wasn’t in the 
least interested in culture. This is the 
same sort of reasoning that still colors 
much of the thinking of the movie 
makers. 

And because of such thinking TV 
has, wail educators, sociologists and 
the culturally-minded, 
proac hed 


never ap 
except in the rarest in 
stances—an intellectual challenge. 
['V has been used almost not-at-all 
for educational purposes. And the 
networks have given a stock answer 
when asked why: “Who's going to 
watch such programs? And _ who’s 
going to pay for them?” 

‘The answer is, “Barnes and Noble, 
for one.’ And as for who is going 
to watch, the answer is, “Hundreds 
ot thousands of people.” More telling 
the people who watch Sunrise Semes- 
ter are, generally speaking, people of 
better educational background. It 
follows that they're people with bet 
ter incomes with which to buy the 
sponsor's products. The End 
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“This is the size we use for the Growing Greensboro Market!" 


It's a sizzling market with a pleasant aroma of sales 
in Greensboro’s rich, 12-county ABC Retail Trading 
Area! Consumers consume and buyers buy and readers 
read the Greensboro News and Record. Put a strip 
of your budget into North Carolina's paper that gets 
results. Over 100,000 Circulation Daily—Over 400,000 
Readers Daily. 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 
influence in over half of North Carolina! 


Greensboro 
News ana Record 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
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: Naicon 
sMecn WEEK-AT-A-GLANCE 
Tw keeps your customers effectively reminded! 


National Business Gilt Surveys, conducted during the 
past three years by Sales Management Mapyazine, prove 
that Nascon Week-At-A-Glance is the appointment and 


address book most pre ferred by business people 


case ‘T8086 euneaes 


With your name or trade-mark re produced on the cover 
and one or more insert pages containing your promotton 
copy bound into the filler. these Nascon books will act a 
effective Customer reminders at just the right time! 

In desk and pocket sizes, katon’s Nascon Week-Al-A 
Glance provide s for a full week of appointments ata vlance 


plus an indexed address se tion 


Without obligalu n, send today for full delails and a free copy 
of the folder entitled “HOW YOU CAN PROMOTE SALES 


NASCON PRODUCTS—SPECIALTY DIVISION 


Division Eaton Paper Corporation 


475 FIFTH AVENUE NEW YORK 17, N. Y. 


lroduclts 
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Best of Show 


Like a prize-winning Afghan, each WKY Television System station inherits 
attributes that make it clearly outstanding. The same leadership that made 
great stations in Oklahoma City has now created stations equally dominant 


in Montgomery and Tampa -St. Petersburg. 


Best of shows, best of public service, best of facilities—these are the 
factors that make WKY Television System stations your logical choices 


in the markets they serve. 


THE WKY TELEVISION SYSTEM, INC. 


WTVT WKY and WKY-TV WSFA-TV 
Tampa-St. Petersburg Oklahoma City , Montgomery 


Represented by the Katz Agency 


The “Why” and the “How-to” 
Of A Salesman’s Job Description 


Here are the A-B-C's of a management tool that is far too 


seldom used. It isn't prohibitively expensive to prepare. 


By W. 


Whether you have 
or more than 
ell con 

no management 
iseful 


alesme i 


three salesmen 


a hundred, whether you 


umer goods or heavy indu 


tool is more 


und more than a well 


job descrip 


current 


ol the 


reterence tor recruit 


Personnel Development, Inc. 


ing, screening, and selec ting new sales 
men 


) 


Aid in placement and training 


3, Gjuide for developing individual 
salesmen 


+. Springboard for revising sales job 


~ 


Clues for policy formulation and 


revision 


J. E. CRISSY and HAROLD C. CASH 


information for re 
organizing the sales department. 


‘To insure maximum 
job description should include all of 
the following ingredients: 


6. Source of 


usefulness a 
1. Job title (including division in 


Make this as status 
yielding as possible. 


which it occurs ) 


2. Job summary—The test here is 


POCUUUE ROR ROURCEE ROE OOE REE ROEROEEDED EOE RCE ROE ROEEOE ECU REEE OOOO EOE R CERO ROOEOOE EOE IOR EERO EEO R EOE OOE ROE RDE ROR OEE EOE EOE EOO SOO SOEEOEESOE EOE EEEOEE EOE EOR EOE EOO EOE EEE 
This Is the Job Description Developed 
By a Company Selling Industrial Markets 


l his is 
the , W 
is One of its 


this 


i description of the things that 
Anderson Co. expects of 
ilesmen. We 
dese ription 
and 
Dheretore, 


you 
will add to 


ind revise from time to 


time as changes additions become 


necessat while this is prob 


ibly not a final definition of your total 


responsibility it is the basic yardstick 


against which you shall be measured and 
udged our management 


We elieve there should be 


misundes possible in 


hittle 
tanding is 
things expected 


j 
best way any 


mind regarding the 
uu and feel that the 
misunderstanding can be ivoided is 

white for u 


hold 


put them down in black on 


to become acquainted with and 


onto tor tuture reterence 


The foll 


general 


road 


rected 


wing is a list of the 
responsil ilities vo ire ex] 
tr resume 


1. ‘To sell all the 
Anderson Co. in the 
e¢ ittached 


mount 


Ss. W 
specified 


products of th 
territory 
map of your irea in an 
with the 


potential and the territorial development 


commensurate customer 


each { the pr ducts 


sale manager and 
well 


made on my 


principals informed on the progress 
emg pending significant 


les development at reasonable intervals 


detailed 


knowledge f the 


Io have a and comprehen 


potential customers 
territor ind = be 


n oul 


prepared t 
nake i sles volume forecast for 


nduct 


each 


twelve to fifteen months in ad 


ince with reasonable curacy 


pecial duties that 


carry | 


assigned 
Tr the 


course itistyinnge the ibove 


broken 


responsibilities, your job can 
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down into functions of Planning, 


and Self-Supervising. Under each of thes 
titles we list below pertinent details. 


PLANNING 


A. Plan your calls on a weekly basis 


Doing 


By Monday morning have a list of calls 


you expect to make for each day of the 
week. Make sure that only 
important 
this 


coming 
thing 


sore 
very 
from 


causes you to de 


viate schedule 


Driv 
anothe! 


B. Plan your calls geographically 
ing in 


is hecessary, 


your car from one call to 
but expensive and completely 
unproductive Do as little of it as 


possi 


} 


ir sales work on a long-tern 

a vearly 

to each 
that no 


quota of 


made section of your territory s 


area is neglected in proportior 


to its potential 


D. Plan your 


)A5818 


sales work on an industry 
i.e., machine tool builders, engine 
manufacturers, electronics, agricultura 
implement builders, ete. Certain of our 


i 


trips to be 


} 


| 
} 


products have specific and particular po- 
tentials in each of these categories, so be 


sure they are prudently exploited 


E, Plan your active selling on a prod 


uct basis. Do not fall into the 


favoring one 
another because 
likings you may develop 


product over of persona 


not deserve an equal amount of your time 


habit of 
product line or one type of 


1 


All products do 


but be objective in your appraisal of what 


percentage of your time each should war 


rant 


F. Your selling time is precious to y 
so be sure you are not spending a dis 
proportionate part of it on accounts wit! 
small or limited potential 


G. In any 
tew 


territory there are always 
customers that account for a dispro 


portionately large share of your sales vol 


ume. Plan your sales activity in accord 
with their special importance. Keep spe 
cial, more detailed records on the various 
current projects; make sure you are pene 
trating every nook and cranny of these 
larger companies and do not fail to keep 
selling them on you, your company and 
our products again and again. 


H. Plan to replenish your supplies of 
samples, catalogs, stickers, etc., well in 
advance. You are seriously reducing 
your own sales effectiveness if you let 
yourself run out, as these are vital sales 
tools. 


DOING 


17. Do as much active selling as 
can. Generally, the active selling hours 
are limited to weekdays between 9:00 a.m 
and 4:00 p.m. You are expected to use 
these precious hours to cram in as much 
customer contact work as possible 
your correspondence and other 
for other times 


you 


Save 
activities 


B. Follow up advertising and other 
leads promptly. We realize it is 
not always possible to follow up all sales 
leads given you, but we expect you to use 
mature judgment in selecting the mor« 
important ones for prompt coverage 


sales 


C The samples, catalogs and other 
u have been provided with are 
excellent selling tools. Be sure to use thém 
whenever possible. Make certain that the 
catalogs you pass out are equipped with 
company stickers. 


pieces yt 


D, It is extremely important that you 
keep your sales notebooks up-to-date. Be 
new catalogs, price changes and 
other pe rtinent announcements are prompt- 
ly installed. Be sure your sales notebooks 
are complete and that they are available 
to you when needed during the course of 
your active selling. 


sure 


E. Keep your customer card index file 
up-to-date and legible. Make sure names 
and addresses are accurate. In the event 
of a new mailing, mark them and get 
them to the office promptly 


SALES MANAGEMENT 


that if the reader goes no further he 


has an understanding of the job. 


> 


3. A detailed statement of responsi 
bilities and duties—One way to o1 
ganize this is shown in the example 
on page 105. You may choose som 


other frame of reference, e.g., sequence 


ot activities by time allocation. ‘he 


test is that vou salesmen 


inderstand it 


4, Minimum 


ments 


manpower require 
indi ate in 


fashion the personal chat 


Here you must 
summary 


acteristics essential for doing the job. 


W hat sources should you tap n 
order to make the job description com 
prehensive and complete? There are 
four which have potential value. 
Ranked in order of likely utility these 
ire: 

1. The salesman himself 

4 ‘| he sale supervisor 

3. Statf observer 


+. Customers 


Actually, (1) and (2) above may be 
sufficient for most purposes. 

Before discussing actual procedures 
to follow in collecting, analyzing, 
classifying, and using the obtained in 
formation, it should be emphasized 
that selling is an executive job—the 
responsibilities invariably include 
PLANNING and SELF-SUPER 
VISION as well as actual SELI 
ING. Several specific cautions are in 


order. 


- y OU are answer! ny the questions: 
Who does it 

What is done 

How it is done 

With whom it is done 

Where it is done 

When it is done 


Not how 
another 


well it is done. ‘This is 
problem performance ap 


| raisal. 


If you base the des ription on a 


sample rather than the entire sales 
| 


force be sure it is a representative 


sample 


3, You may have more than one 
sales job in your Company your an 


alysis will reveal if. 


4. If you use salesmen as a source 
of intormation, and you should tell 
to do and 


what the stake is for then in this 


them what you are trying 


undertaking. Basically it is so you can 
answer more effectively the question 
WHAT'S EXPECTED OF MI 
AS A SALESMAN? 


5. You can anti ipate variation and 
discrepancies in the information 


that’s why you are doing the study 


llow to obtain information from your 
vaiiesmien 

Unless you have trained staft per 
sonnel to interview each salesman you 
will probably collect the information 
in writing. [his can be accomplished 
either by mail or during a sales meet 


ing. In any case you should use either 


(PUDUOEOEGEDEOOOOGODERECEROECEORUEOERECAGEOEOUEOROEOEOREEOEOECE OOOO CURE EUECEEAEE EA OEOOCEOEEEOEOEDE EERE EURO EEECRUECEOEOE PEPE RE EERE EURO EOE UECRORDERE EERE EE EEEDEDED ECE Et ae 


F. When calling on our sub-distribu- 
tors (Heli-Coil Industrial Aftermarket 
do the following 


1. Cultivate all important distributor 
personnel and make sure they know and 
inderstand our selling and pricing poli 


2. Arrange means of educating the dis 
tributor’s salesmen and key inside person 
nel to our products 


3. Foster and maintain an interchange 
of ideas and information regarding cus 
tomers and potential customers. 


4. Make sure the distributor is main 
taining an adequate 
products 


inventory of our 


G. Most of your most fruitful sales 
contact work is with engineering depart 
ment personnel, but do not ignore the pur 
chasing department, Make it a point t 
let the purchasing people know what 
are doing as they can be a powerful in 
fluence in your ultimate success or failure 


H. You are expected to investigate and 
handle customer complaints to the best 
of your ability for, in the main, you are 
your own service man. Be sure your 
tomer’s shop people are educated to the 
use of our products as most complaints 
result from lack of such training 


I. Occasionally, you will be involved in 
customer returns or poor quality claims 
If poor quality is involved, the product 
will have to be replaced or the customer 
reimbursed, but get all the facts straight 
and be sure of your position before y 
commit the company in such situations. If 
n doubt check with sales manager 


J. You are expected to keep records on 
your sales and to analyze them so that 
you can make a reasonably accurate fore 
cast of what business your territory will 
produce in the year ahead his infor 
mation will normally be asked of you dur 
ing December or January. 
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K. Report via correspondence to the 
sales manager and, when indicated, t 
principal involved on 


1. Origin of a specific, significa 
project 

2. Progress of sales project at 
able intervals or in response to specifi 
inquiries concerning it, whether from sales 
manager or from the principal involved 


Any questions that may arise—tech 
pricing or otherwise 


4, Significant market changes mn 
petitor’s new price or new products, new 
customer products or their abandonment 
major alterations of a significant custom 
er’s financial condition, shift of key 
sonnel at major customers, et 


5. Customer response to importan 
tations or sales leads particularly 
specifically requested to do so 


manager or principal involved 


6. End use of our product on significant 
projects, comments re our service ana 
competitive pricing information when 
tainable 
7. Quotations, samples and other « 
tomer requests. Use the 
Form,” 


“Sample Request 
rather than the regular Sales 
Report Form,” for these requests 
inusual circumstances make it nece 

to use the latter 


W rite your sales reports cl 
cisel Get all of the facts om the cus 
tomer. Do not leave out pertinent infor 
mation. Understand what you are trying 
to say yourself so you can discuss the 
matter intelligently if questioned If you 
do not fully understand, go back to the 
customer and get things re-explained by 
fore you write 

Correspondence to our principals should 
be on inter-ofhce memo forms, It can be 
written in longhand, but legibly and with 
considerable care as to content as your 
correspondence to them is a large factor 
in their estimate of us as their agent. A 
copy of your correspondence to principals 


or customers must always be sent to the 
sales manager. Be sure your correspond 
ence to a principal is addressed to the 
proper person See sales manager if in 
doubt on this point 

If going out of town, send the ofhce a 
list of places you expect to stay yo 

reached with important message 


SELF-SUPERVISING 

A. Develop a complete and comprehen 
sive technical knowledge of each of our 
products. Gain product knowledge through 
catalogs, sales bulletins, sales meeting 
personal selling experiences, et Your 
learning should never ase in thi 
spect 


B. Educate yourself to as 
knowledge as possible ot competing prod 


intimate i 


ucts. It is not enough to simply ki 
uur own. Pick up this information 
competitor! catalogs, trade journal ad 
vertisements personal selling experience 
ete 

( Learn as much as possible about 
our customers what they make, their 
needs in relation to the product they ar: 
selling and whom they sell it to, their per 
onnel and organizational structure, their 
financial position, et 


D. You are expected to constantly ana 
lyze the overall sales picture of your area 
through the IBM sales summaries that are 
riven to you and through other media so 


ou can lug the weaknesses indi 
, r 


I You are encouraged (though n 
juired) to participate in group 
professional engineering  societic 
speech improvement clul 

Fe, You are expected to maintain a 
clean, neat appearance of a reasonably 
formal nature (coat and tie) on all sale 
calls, to take precautions t 
insure normal good health, and to main 
tain a moral standard that your custom 
ers must respect. Any drinking must 
far removed from your daily sales cal 


reasonable 
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published f or one of your own 3. SELF-SUPERVISION — self 


ign for the purpose. An outline for mmprovement activities, management 
eveloping a table forn hown of time, trade and industry relations, 
page 10 record keeping, etc. 
The information you need will 
lude responsibility for: You will also want daily, weekly, 
and occasional major duties. It will 
1. PLANNING)—territory cover be useful, too, to get an approximate 
« including routing, classification ot break-down on the time allocated to 
ounts by volume and/or product the various activities making up the 
lead generation, lead tollow-up, quota selling job. 
r ef Salesmen will be motivated to fur 
nish truthful answers if you stress it 
, SELLING tomer calls is job knowledge, not man perform 


ft ill 


ion 


that you seek. You can point out 
important 


prospe credit, collections, in 


ill if 


ny orre 


ance, 


information 
is to them as well as to you. 


ad service order how 
le nce 


accurate 


prot Css 


por 


WW WORCESTER 
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intensive coverage by 


Only Boston 
exceeds 


Worcester 


the Telegram-Gazette 
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| 
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1M. Booth, Publisher 
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Rey 


esentative 


wrac.ta 


OF RADIO STATION Wrae 


low to obtain information from your 
sales supervisors: 

You should use the same form with 
the supervisors that you use with your 
salesmen. This enables you to com 
pare directly the information from the 
two Fach supervisor should 
submit his information independently 
without consulting either with other 
supervisors or with his salesmen. 
Sometimes supervisors are tempted to 
ask their salesmen to fill out the form 
for them. Avoid this. Remind them 
you are seeking information at this 
stage on how the job is done, not how 
it should be done. 


sources, 


How to obtain information from staff 
observers: 

Trained staff observers may pick 
up useful information that is missed 
by both the salesman and the 


super 
visor. ‘The latter two may be too 
close to the situation or they may 


omit essential details that appear to 
be obvious to them. Also, the staff 
observer is likely to be more objective 
in his approach. He has no ax to 
grind. One caution: Both salesmen 
and supervisors must be told the role 
of the observer. The comments of 
the observers can be made on the 
same form used by salesmen and su- 
pervisors, but they may not have in- 
formation for each entry. 


How to obtain information from cus- 
tomers: 

‘The staff observer, the sales man- 
ager, or the sales supervisor, in this 
order of preference, may get the 
‘“customer’s eye” view of the selling 
job, especially on how calls are han- 
dled, extent of service, follow-up, etc. 
This can be accomplished by direct 
interview. It is important to explain 
carefully what you are seeking — in- 
formation on the selling job, not an 
evaluation of the salesman’s perform- 
ance. Information from this source 
cannot be readily incorporated with 
data from the other sources. How- 
ever, this source is likely to furnish 
insights with regard to selling activi- 
ties. 


How to analyze the information: 

Once you have obtained the basic 
data from the sources used your goal 
is to synthesize it into a comprehen 
sive, complete, communicable SALES 
JOB DESCRIPTION. The best 
framework for this is the worksheet 
you used with salesmen and super- 
visors. 

‘Take each heading in turn from 
your worksheet and write out the re- 
sponses under it. As a particular re- 
sponse duplicates one already noted, 
tally mark. After you have 
worked through all sources a smooth 


use a 
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Creating an environment 


The architectural firms of the United State 
are constantly at work creating a better en 
vironment in which we can live. To do thi 
they use the tools provided by manufacture 
of building products, materials and equipment 
PROGRESSIVE ARCHITECTURE ji on 
tantly at work creating a better advertising 
environment for these products. Offering th 
world’s largest and most interested architec 
tural circulation, P/A is the indispensable me 
dium for the manufacturer who wants hi 


product specified. 


Progressive Architecture means Productive Advertising 


A Reinhold Publication 


PROGRESSIVE 
ARCHITECTURE 


430 Park Ave 


TO GET TO THE BIG WHEELS...GET IN THE TRIB!* 


* The TRIB reaches a higher concentration of high-income 

families than any other New York newspaper... 

the high-income families who buy twice as much of most 

advertised merchandise per family as the low-income group. 
Get the top of the New York market... get more sales results 

per dollar of advertising... get in the TRIB! 


NEW YORK 


Herald Tribune 


230 West 41st Street, New York 36, N. Y. 


draft should be written which re 
flects all the essential information. A 
caution is in order here. Only entries 
which are recurrent are useful in de 
fining the selling job. “Those which 
are made by only one or two re 
spondents may indicate peculiarities 
of the work being done in one or two 
special territories. Considerable judg 
ment must be exercised in deciding 
elements which are essential to the 
job description and those which are 
peculiar to one or two situations. The 
S. W. Anderson Co. description re 
produced on page 102 was constructed 
from some of the 


in this article. 


suggestions made 


How to drau up manpower spe 
tions: 

‘To make maximum use of the job 
des ription in ret rulting and selection 
it is essential to spell out minimum 
manpower needs to do the job su 
cessfully. 

Several considerations are relevant 
First 
of the man characteristics of all your 


these may be written in terms 


salesmen. ‘The implication of this ap 
proach is that all of them are satis 
Second, these may reflect the 
hara teristics of your AVETALE 


factory. 
sales 
man. ‘This means you consider your 
iverage salesman the lowest accepta 
‘Third, 
manpower requirements may be writ 
ten in 


ble standard for new men. 


terms of what management 
would like in salesmen. The problem 
in this approach is that continuing 
ompromises must be made in order 
to find men to sell Kew of these 
n flesh and blood! 


‘I he Safest course may be SOTNCW here 


“ideal men” exist 


between the first two suggested. 
In any case these points should be 
overed: 
| Age range tor entry 
| ducation 
Personality characteristics 
Interests 
Intelligence 
Spec ial abilities 
Previous experience 
. Willingness to travel. 
Others can be added 


to your needs 


appropriate 


Hlow to write a job summary: 
Another 


job description may be a 


desirable element in the 
summary 
paragraph covering the essential ele 
ments contained in the detailed analy 
sis. Here, all major headings should 
be covered and space can be conserved 


by citing examples or by 


following 


Cal h with such as ; 


One last word jobs change j 


is people do. Review and revise 


. iles Job Desc: ptior if least every 


two years more often if conditions 


warrant The End 
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My selling job at 


Te 


. My personal 


A Guide Sheet For Gathering Data 
From Your Salesmen 


(company name) 


My personal responsibilities for 


PLANNING TO SELL include: 
(a) territory coverage: 

(b) established accounts: 

(c) new business: 

(d) prospects: 

(e) local office: 

(f) home office: 


(g) industry and trade relations: 


(h) other: 


responsibilities 
ACTUAL SELLING include: 
(a) customers: 

(b) prospects: 

(c) use of sales aids: 

(d) lead generation: 

(e) lead follow-up: 

(f) records and paper work: 

(g) credit: 

(h) collection: 


(i) train resale personnel: 


(Jj) service: 


(k) 


service and installation: 


(1) other 


. My personal responsibilities 


SELF-SUPERVISION include: 


(a) 
(b) 


(c) 
(d) 
(e) 
(f) 


product knowledge: 
selling principles and 
techniques: 

market conditions: 
management of time 
professional associations 
other: 


. Summary of major daily duties 
. Summary of major weekly duties: 
. Summary of major occasional 


duties: 


. Break-down of time: 


PLANNING TO SELL 
ACTUAL SELLING 
SELF-SUPERVISING 


IT HAPPENS EVERY DAY 


TT 


SORRY BOSS BUT I DONT WANT 
THAT STUFF IN MY STORES 
L NEVER HEARO OF IT! 


OID YOU NEGLECT THIS CHAP? FUST 168 OF THEMIN 
NEW ENGLAND'S CHAINS BUT THEY PACK SUCH A WALLOP YOUR 
ACTUAL DISTRIBUTION MAY BE VERY MUCH LESS THAN 


TOTAL STORES WOULO 


INOICATE 


OF COURSE YOU CAN'T CALL ON THESE MEN IN PERSON BUT 
YOU CAN SURELY REACH THEM THROUGH YANKEE GROCER. 


We Put the Sales Manager 
In Business for Himself 


Well, almost. Corning Glass still owns the business but the 
general manager of the Electrical Products Division has 
turned over to his sales chiefs responsibility for pricing, 


research, engineers coverage, advertising and salesmen. 


By PHILIP C. LEFFEL, JR.* 


the product engineers to design new 


items and, finally, he has the field 
engineers to help customers properl 
ise the items. 


organiz chang t mn While the departmental spread in 


if it tI 

ing (gla Work aced reased our selling expense by about 
“, most of this expenditure would 
have been required even under the 
result each department mn previous system. We feel that the 
Cornin (jla W ork Electrical program has paid off in increased 
Produc 1) mn functions as a mar iles and better industry coverage 
keting group, although it i till We like being in business for our 

illed a ile department Keach de elves 
partment manager is responsible for Before the change the situation 
i margin position budget that was this: The Electrical Products Di 
determined b the division manager vision, one of five sales divisions in 
ind the individual department man the company, was selling glassware 
iver. The manager is fully equipped to the electrical and electronic indus 
to do the job market analysi pri tries through two sales departments. 
ng ile product engineering and Our Lamp Sales Department was 
ipplication field) engineering all elling fluorescent tubing, lamp bulbs, 
ome under his jurisdiction neon tubing and associated glass parts 
Now the n inager in develop hy to lighting segments of the electrical 

own market the most profitable 


“ Ife 1 t position. to dete 
*Manayer, Receiver Bulb Sales, Elec 
trical Products Division, Corning Glass 


Works, Corning, N. Y 


in which direction to ru 


industry. Growth was substantial, and 
this organization was meeting the 
customer requirements. 

At the same time, the Electronic 
Sales Department was experiencing 
rapid growth and expanding custome 
lists selling radio receiver bulbs, black 
and white TV bulbs, industrial cath- 
ode ray bulbs and associated glass 
tubing and cane. In addition, color 
TV appeared to be around the cor- 
ner, semi-conductors were catching 
hold, and many new industrial elec 
tronic devices were coming of age. 

Our Electronic Sales Department 
did over 80% of its business with a 
few large customers and the balance 
with a large number of smaller ac- 
counts. Selling was heavily weighted 
toward the technical side. Customer 
service and product quality were of 
paramount importance (many cus 
tomers operated with less than two 
days of raw material inventory in 
their plants). Engineering changes 
were trequent on established items 
and new items appeared weekly. ‘Ven 
senior salesmen worked out of the 
main plant in Corning and each was 
assisted by a ‘back-up’ man whose 
major responsibility was the service 
function. A separate divisional engi 
neering group worked with both sales 
departments and with the various 
plant engineers. The major responsi 
bility of sales was to sell and keep 
a weather eye out for new develop 
ments and products. 

The Electronic Sales Department 
had grown from seven men in 1949 
to over 20 in mid-1955, It had the 
earmarks of continued expansion. 
Soth John L. Hanigan, company 
vice-president and division manager, 
and John S. Muller, sales depart 
ment manager, felt that the time had 
arrived for a review. 


Out of Italy, Into Glass 


Philip C. Leffel, Jr., manager of Re 
ceiver Bulb Sales for Corning, joined 
the company only seven years ago 
Before he could get started in his 
career there was the business of 
World War Il. (He won a Bronze Star 
in Italy.) In "50, after he had gotten 
his BA at Wabash College, he took a 
job as process engineer. Two years 
later he moved over to the Electronic 
Sales Department. In "55 he was pro 
moted to his present post. He’s presi 
dent of the Corning (N.Y.) Junior 
Chamber of Commerce. He and his 
wife call their four children their 


hobbies 


Out of Glass, $163 Million a Year 


Corning Glass Works began over 100 
years ago (1851) as a small glass 
shop. Today it employs more than 
13,000 people, rang up sales last year 


largest specialty glass manufacturer 
in the country. The new research and 
administration center recently made 
news with the introduction of a crys 
talline wonder material, Pyroceram. 


better than $163 million. It is the 


—. —_ - Beet fo" 2 eet” eee sn 8 GR 
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IF THIS IS YOU 
TAKE A CUE FROM US 


We specialize in the most vital phase of your entire 


advertising program—Merchandising at the Point-of-Sale. It is 


our only business... one we've been at for more than 

half a century. In that time, we've created countless traffic-stopping 
displays that have caught shoppers’ eyes in nearly every type 

of retail outlet. We can produce dynamic, reason-to-buy 
point-of-sale merchandising programs for you today. 

if your program is behind the eight-ball, let our nation- 

wide staff of experts give you the cue your Merchandising at 


the Point-of-Sale should take. 


Merchandising «: the POINT-OF-SALE 


© Lithographed displays for indoor and outdoor use * Animated Displays 


CHICAGO SHOW PRINTING COMPANY, 


260600 N. KILDARE, CHICAGO 39 ¢ Cloth and Kanvet Fiber Banners and Pennants *Mystik*® Seif. Stik Displays 


© Mystik® Can and Gottie Holders « Mystik* Seif-Stik Labels ¢Gquee-zei* 


*® Econo Truck Signs ¢ Bookiets and Foiders ¢Moided Piastic 
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( 


(that last all year long) 


For a different Christmas gift to business friends why not send hand- 


some plants 


They add a colorful, masculine touch to any office. and 


serve as permanent reminders of your thoughtfulness. 


GRY 
<ul Vey, 


wr OYE 
| Phewiet bev the 


Yellow Pages 


—- 


You may send plants anywhere thru the world-wide 


facilities of FTD. Its easy and inexpensive. Just 


have your secretary call or visit the florist who dis 


plays the famous Mereury emblem. He'll take care 


of your entire Christmas list-— painlessly. Delivery 


is fpuarantee d 


antees absolute satislaction 


cheertully retunded 


Bivvis ts’ Ke graph a 


They decided to put the sales man 
ager in business for himself. What 
was once the Electronic Sales Depart 
ment has now been broken down into 
four logical groups, each headed by 
its own sales manager: 


1. IV Sales: black and white and 
olor products 

2. Receiver Bulb Sales: radio re 
civer and semi-conductor parts 


3. Industrial Bulb Sales: industrial 
athode ray bulbs and miscellaneous 
‘lectronic produc ts 


+. Electronic Component Sales: 
Resistors, capacitors, metalized parts 


and the like. 


Lamp Sales remained as one group 
but was reorganized like the new 
tour. 

Customer acc eptance of the ch inge 
was immediate and enthusiastic. ach 
customer was assured of full repre 
sentation for each product line. De 
velopment projects were speeded up 
customer assistance was decentralized 
and established on a routine basis. 

Some of the problem areas which 
appeared at first are worth mention 
ing. All customer product require 
ments do not neatly fall into the four 
departments. Certain jurisdictional 
difficulties had to be ironed out. In 
other cases it was possible that three 
Corning men might call on a rela 
tively small account—a costly and 
troublesome practice. ‘This was re 
solved by assigning the account to the 
department with the major dollar in 
terest and having the single salesman 
cover all lines. However, the appro 
priate group at the home office would 
continue to do the engineering and 
back-up work. 

While salesmen are still stationed 
in Corning, close to the engineering 
and manufacturing headquarters, 
there is now a trend in the division 
to put men in the field, close to those 
markets some distance from our east 
ern base. However, our major cus- 
tomers are located in three convenient 
geographic areas and we still feel it 
advantageous to base the salesmen 
close to our manutacturing center 

The End 


COMING NOV. 10: 


An entire issue of 


Sales Management devoted to: 


“Sales Planning for 
the Future" 


SALES MANAGEMENT 


To sell more where more is sold 
eeeit’s FIRST 3 FIRST! 


es, 


‘5 


~ 
° 
’* 


Fox the always sales-minded marketing man, there are average markets, which account for 18°, of total U.S 

much ‘‘greener pastures’ than a lonely pack horse trail Retail Sales, there is no substitute for FIRST 3 MARKETS’ 

through rugged mountain country. By contrast, the pros saturating 620, COVERAGE of all families. 

perous millions of heavy spending big city consumers al In addition, busy cash registers in the six states adjacent 

most always produce the most profitable sales volume. to the 3 markets ring up 30¢ out of every U.S. Retail 
Competition for attention to an advertising message is Sales $1.00. FIRST 3 MARKETS GROUP concentrates 

understandably keenest in the nation’s richest markets 84‘, of its more than 6 million circulation within these 

New York, Chicago and Philadelphia— where the family 6 states to deliver 47° coverage of all familie 

coverage of General Magazines, Syndicated Sunday Sup To make your advertising sell more where more is sold 


plements, Radio and TV thins out. In these 3 far-above ... it’s FIRST 3 FIRST! 


New York Sunday News Coloroto Magazine 
Chi ago Sunday Tribune Maga ine 


Philadelphia Sunday Inquirer ‘Toda Magazine 


OCTOBER 


“WE TELL A PRODUCT- 
QUALITY STORY TO 
A SPECIFIC MARKET” 


S. K. Makemson, Vice-President 
of Bennett Pump, Tells How 
Business Magazine Advertising 


Helps Sales of Gasoline Pumps 


S. K. Makemson, Vice-President-Sales of the Bennett Pump 
Division of John Wood Company, says: ““We want to tell 
petroleum marketers the quality story about our gasoline 
dispensing equipment. To tell this story consistently, eco- 
nomically and quickly to the largest number of prospects 
calls for careful planning. The people we want to reach are 
confirmed readers of business magazines—therefore, we are 


confirmed advertisers in the publications they read.” 


IF WHAT YOU MAKE OR SELL is bought by business 
and industry, you'll find that consistent use of business 
magazines will help you “‘mechanize’’ your selling. Adver- 
tising works to create interest, build product preference, 
answer prospects’ questions about performance. It frees your 
sales force for the important job of making specific proposals 
and closing orders. In most cases, you'll find that the place 
to “‘mechanize’”’ your selling at low cost is in one or more 


McGraw-Hill magazines serving your major markets. 


McGRAW-HILL PUBLICATIONS 


McGraw-Hill Publishing Company, Incorporated 
330 West 42nd Street, New York 36, New York 


SALES MANAGEMENT 


YOUR REPRINT 
LIBRARY 
A mail-order source for infor- 
mative SALES MANAGEMENT 


articles selected to help you 


plan and perform your job. 


TO ORDER write Readers’ Service 
Bureau, SALES MANAGEMENT, 386 
Fourth Ave., New York 16, N. Y., en- 
closing reprint number, quantity de- 
sired and remittance. 


HUMAN RELATIONS 


How to Help Your Husband Be More 
Successful, by Jack Wichert, National 
Advertising Sales Promotion Manager, 
Schmidt Lithograph Co 

An article for wives 

Reprint No. 312 Price 10c 


pcan Elmi 
* 
Manstielde Oi City “> eBradtord i 
OHIO e@ Warren ; 1 The Fourth Dimension in Manage- 
4 ' ment, by G. C. Denebrink, Vice-Presi 
dent for Sales, C. H. Masland & Sons 
It is Motivation. 
Reprint No. 33 Price 10¢ 


13 Ways an Executive’s Wife Can 
Help Her Husband Succeed. 
Reprint No. 509 Price 5« 


: ; The Wife of a Salesman, by Sally 
, Richardson. 
industrial Ratio Map of U. S. Reprint No. 510 Price 5« 
Shows area of each state in exact ratio to the value 


of its industry. M.P.A. covers the “Heart exclusively. LEADERSHIP 


Advertise in the $100-BILLION Industrial Midwest Leadership: What Makes It? by D1 


James F, Bender, Director, The Na- 
tional Institute for Human Relations 
at the All-lmportant PURCHASING AGENT Level! or: No.1 Price 25 


~ 17 Tested Ways to Improve Manpower 
Leadershi by Burt Bigelow, Bur 
A.» Want quicker buyer-action? M.P.A eadership, by Burton Bigelo 


gets through to buy ton Bigelow Organization 


( ‘ ers in America’s great industrial Heart like no other Reprint No. 25 Price 75« 
& 
( 


publication can, It’s the Official Magazine of the powerful instinctively, Are You a Good Leader? 
by J. H. MeQuaig, J. H. McQuaig & Co 
Reprint No, 286 Price 5« 


Purchasing Agents Association in the world’s richest con 


centration of industrial purchasing power Preferred 

re iding by all member-P A.'s Editorially tailored to the rag cota Violin be HO Prem 
needs of these buyers, exclusively. Gives your sales message | tis, Jr., Chairman of the Board, Arm 
unique authority with the men who buy what you sell in eee By No 818 Price 50« 


the nation’s fastest growing industrial market. Join the 


many successful national advertisers already regulars’ in MANAGEMENT MANPOWER 


M.P.A. Get into the next issue 12 Questions about the Forgotten Man 


in Sales: The Supervisor, by L. J 
national’ advertisers who use over 50% of the space Warren, Vice-President and General 
U. S$. St Wickwire-Spencer Nat'l Screw Sales Manager, Murphy Products Co 
oP eel Roebling's Torrington Reprint No. 256 Price 10c 
Receome rege & Wilcox Standard Oil — for 

ube Turns Cities Service "ee, oster Issue 
Sothiobem Kaiser Aluminum American Sex (Containing What It Takes to Be a Manager, by 
Sp outh Bridgeport Robt. Gair P. A. list) John M, Fox, President, Minute Maid 
unkenheimer American Brass Ohio Gear on your 


Assoc. Spring Scott Paper Reynolds Metals letterhead Corp : en i 
Reprint No. 326 Price 50¢ 


Re MARKET RESEARCH AND ANALYSIS 


WNOWEST PURCHASING ; } ABC’s of Market Indexes and How to 


Apply Them to Sales Problems, by 
| Richard D. Crisp, Director of Market 

641 Penton Building | Research, Tatham-Laird, Inc 
Cleveland 13, Ohio Reprint No. 192 Price 35c 


A few of the 
Alcoa 
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New and better selling tool from Bell & Howell 


Famous “Specialist” multi-purpose 


‘oday’s brighter training rooms and larger company auditoriums present 
difficult lighting conditions. You need a brighter projector that gives your 
slides and filmstrips razor sharpness and greater contrast. Bell & Howell’s 


brilliant new “750 Specialist” meets this need and exceeds it! 


® Throws more light than any ® Projects single and double 
other 750-watt multi-purpose frame filmstrips or 2x2 slides 
projector a full 950 lumens easily converts for automatic 
Has rugged die-cast aluminum slide projection 

housing. Unit weighs only 91, ®@® Big 5” fan assures efficient, full- 

Ibs. without case time cooling 


Filmstrip moves on ceramic ® New design “smooth-focus” lens 
tracks nothing touches pic- gives razor-sharp pictures 


ture area ® Costs only $129.50 with “air 


Metal instruction plate perma- flow” case and slide changer . ; 

F | , ; ; “Rg °s Automatic electric slide changer also avail- 
nently mounted on projector is 500-watt “Specialist” multi : 
able. Permits push-button operation awa 
from projector automaticall 


Available through Bell & Howell Audio-Visual Dealers lides in correct sequence read 
l'ree booklet! Write Bell & Howell, 7190 McCormick Rd., Chicago 45, Ill nowing. Ask for a demonstration 


Bell «© Howell 


FINER PRODUCTS THROUGH IMAGINATION 


always handy, never gets lost purpose projector, $89.50. 


Here’s where 


When Sales Management’s November 10, 
“Marketing on the Move” issue reaches you, 
put it under lock and key, because it will be 
useful to you for months—perhaps years. 
In “Marketing on the Move,” Sales Manage- 
ment staff experts, famous private analysts 
and the economists responsible for Sales Man- 
agement’s “Surveys of Buying Power” (May 
10 & July 10) team up through text, pictures. 
pictographs and statistical projections to help 
you look ahead—to 1960 markets and beyond. 
You will want to use “Marketing on the Move” 
in several ways: 

sales potential in 1960—by regions. 
states, cities and the nation’s 262 Metropolitan 


County Areas—for which Sales Management 


will show 1950-1956-1960 sales. income and 
population data. 
scientifically, future development 
and expansion of your industry and your own 
corporate growth. 
manpower, advertising, plant location 
and distribution requirements, and to match 
these with market areas which will boom. 
your company’s market re- 
search programming, and to spark further 
refinement of your sales quota goals and your 
sales and advertising budgeting policies. 
the marketing efficiency of you 
company ... its past and current performance 
.. the extent to which production and sales 
must be stepped up now to keep pace with our 
1960 economy. 


ers eer 


MARKETING 
ON 


ona limb = 


MOVE 


Nov. 10 1957 


1k mene Catone tone 


to your interpretation of 

Sales Management's out-on-the-limb projec- 

tions, “Marketing on the Move” articles carry 

the bylines of such nationally known authori- 
ties as: 

—A. C. Nielsen, Jr., president, A. C. Nielsen 
Co., famed for market research. 

—Hector Lazo, former director of market re- 
search, Sunshine Biscuits . . . now head of 
Marketing Counsellors. 

—Dorothy Diamond, housewife, contributing 
editor of Tide. 

—William T. Snaith, famous industrial de- 
signer, and president, Raymond Loewy Corp. 

—Dr. Jay Gould, director of research, Sales 
Management’s “Survey of Buying Power,” 
and director, Market Statistics. a Sales Man- 
agement subsidiary. 

—Peter B. B. Andrews, economist, author of 
Sales Management's regular “Future Sales 
Ratings” feature. 

—John A. Howard, associate professor of mar- 
keting, University of Chicago. 


THe 


MAGATINE 


MaRKRETIAG 


vithour 


& Air Express 


30 YEARS OF GETTING THERE FIRST iin lf 8S. Scheduled (Mirlines 


AIF EXPRESS division of RAILWAY EXPRESS AGENCY 


So You'd Like to Sell a Product 
That Has No Competition? 


Don't be too sure. For Jacuzzi's ‘Whirlpool Bath" for 
hydromassage, there were no ready-made distribution 
channels. Machines with this function unknown outside 
of hospitals. Problem: How to reach and sell prospects. 


If you should wander in on the 
Texas State Fair, you will 
encounter a somewhat startling ex 


current 


hibit featuring a live model in a bath 
tub. 

She's demonstrating the Jac UZZI 
Whirlpool 


is especially timely since a new com 


sath, and her appearance 


pany store will shortly be opened in 


Dallas 
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Based on an interview with 


LOREN CATO 


Advertising Manager, Jacuzzi Bros. Inc. 


Similar exhibits in behalf of the 
product have been smash hits at the 
Utah State, Los Angeles County, and 
Sacramento State Fairs, all held in 
recent weeks, 

Sehind the product is a story of 
more than ordinary interest. 

Three years ago Jacuzzi Bros 
Inc., of Richmond, Calif., chose the 
“logical” distribution channels (sur 


tal al supply houses) for a new hydro 
therapy product . and did a modest 
$100,000 worth otf business 
This year the company made a 
sharp break with tradition, establish 
ing its own and franchised dealer 
outlets : and iles are shooting up 
to the $1 million mark Che change 
came after a thorough study of po 
tential revealed that adherence to the 
obvious pattern was limiting the mat 
ket for the new product—a portable 
hydromassage pump which could be 
ised in the regular home bathtub 
We believe we have olved the 
problem ot elling th item ob 
erves Loren Cato, advertising man 
ager Thi is no mall achievement 
because the Jacuzzi whirlpool bath” 
po ed some difficult questions in ale 
psy' hology. The fact that the product 
ha no competition whatsoever ma 
ippear to be an unquestionable ad 
antage, — it also meant point 
out Cato, “that we had to do an 
educational job from the ground up 
here was no precedent tor elling 
the unit no available alesmen or 
imply take it 


briefing and 


dealers who could 
with ordinat 
Potential customer { the 


tho ] rhyt 


omething you could. have onl 


e¢ and in an. institution 


what hydroma ive Wa 


even the manu 
realized that 
y ome mig 
i fa 


whethe 


ALL RETAIL STORE! 
Jacuzzi Whirlpool Bath are required 


selling the 


to feature a water-filled bathtub in the 
show window, with a unit operating 
Live girl models are sometimes used 
in the tubs during rush periods. Here's 
Mary Lavagetto (wife of “Cookie” 
the baseball player), owner of the first 
salon type store, with a model, demon 
strating the product in a window front 


ing on San Francisco’s Geary Street 


117 


needed therapy ) story were pital versions, which cost around 
ere are the Rankings... properly told. $3,000 for an installation. The littl 
Metropolitan unit, made of stainless steel or bronze 
of Retail | What is it? is portable, weighs 24 or 
Ihe Jacuzzi Whirlpool Bath is a sah? only a drowsy hum in use, and 
is safe and foolproof. 


3 3 pounds 


mple hydromassage pump which ; 
eas etintoa vee gs ait keeps his isn't the sort of thing that . 
the water in constant agitation. From manutacturer eng _to confine to 
booklet on the product: “The com family use, and by 1954 the oy 
bined action of heat, the mechanical began selling UNIS through surgi al 
effect of thousands of tiny air bubbles supply stores. The first units were 
ntroduced into the water, and the sold to hospitals, doctors or, on do 
force of the turbulent moving water tors recommendation, to their pa 
produces a massaging and softening tients. Some athletic equipment deal- 
effect.” ers handled a few. In 1955 a Jacuzzi 
I'he process is now generally avail Hydrotherapy Division was set up 
able, at the modest investment of and = old Pw plant - the — 
$258, due to the ingenuity of a man pany in Berkeley was remodeled and 
whose small son became a victim of equipped to manufacture the units. A 
painful rheumatoid arthritis when he sales staff of three men contacted the 
was 18 months old. Candide Tecusz: dealer outlets, most of them local, 
general manager of Jacuzzi O aeigg e few in the Midwest. Sales of around 
a son Kenneth, who from the age ot $100,000 by the end of 1955 did not 
two, required daily hydromassage to seem very encouraging. 
alleviate his ailment. ‘Treatment was 
obtainable only at a hospital some Who should handle it? 
miles from the Jacuzzi home, and fo “We began to feel that many more 
the man from years the little boy was taken back people than those leaving hospitals or 


RIVERSIDE PRESS and forth. The father wondered if those under the care of physicians 


there was not an easier way for the should be made acquainted with whirl 

aud ENTERPRISE hild to secure the necessary therapy. pool therapy,’’ Cato points out. “The 
Working with doctors and the engi question was, how could we get it 

neering staff of his pump plant in into homes?” A woman showed the 

Richmond, he developed a unit that way. Mary Lavagetto, a millinery 

could be used at home. It took seven designer, wife of Harry ‘Cookie’ 

years ot experimentation before Ja Lavagetto the baseball star, learned 

BIG NEWS cuzzi and his team were fully satisfied about the Jacuzzi from her mother 


with their product. During that time who had bought one. She bought one 


0 000 000 lines 
of retal 


advertising 56 


if 


in FARM little Kenneth and other members of herself and became so enthusiastic she 
_- the , 


Jacuzzi family served as delighted thought this was something she'd like 


5 guinea pigs for the test models. Dox to sell—but not in any ordinary way 
tors agreed that the Jacuzzi Whirl She called on Jacuzzi 
pool Bath was as effective as the hos The upshot was a fashionably ap 


_HERE IS THE CHOICE MARKET 
=>) BS of the 
a MID-WEST 


——~] SIZZLING with 


‘SIOUKLAND | these choice 


| Market features: 


@ 46 rich counties in a progres 
sive 4 state trade territory 
centering in Slowx City — 
with 

@ Population 797 600 

@ Elle ve Buotng Income 


‘ 7 . , @ Averace ~eel Income (1956) 
CLIf . Stiga Nearly commie the 


national ave. of $6 


AND SAVE { FLAVORED with the dom 


inating coverage of the Siow 
City Newspapers —sery ng 300 000 


PAG ES - . deily readers 


Che Sioux City Journal. JOURNAL-TRIBUNE 


1 33 1 35 REPRESENTED NATIONALLY BY JANN & KELLEY, INC. 
- 
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AT-HOME SALES PRESENTATIONS close many of the prospects for the $258 
unit. Flora Anderson (left), manager of the Jacuzzi store in Oakland, explains 
the benefits of hydrotherapy to a husband and wife team. Forty per cent of all 
sales of the Jacuzzi Whirlpool bath are to people in the 40-50 age group. 


pointed salon—a retail operation—in 
the heart of downtown San Francisco 
where the merits of the Jacuzzi could 
be demonstrated and walk-in leads 
converted into home demonstration 
alls. ‘The worked closely 
with Mrs. LLavagetto on the layout 

» salon, its decor, and on a selling 
and advertising program. A feature 


of the store was it 


ompany 


window, complete 
with bathtub, Jacuzzi-stimulated bub 
bling water and a radiant live model 
who doubled as saleslady when she 
was not magnetiz “window shoy 
per from the t [his enterprise 
became the first franchised distributo: 
of the product, selling directly to « 


t 


omers and also to small retailers like 
drug stores and pharmac ies with suit 
able personnel and facilities for han 
dling the item. It was concerned with 
no other produ Ke 
A drug store in Modesto, Calif 
the | lot model for another 
type of distribution the company has 
onducted with some success—through 
established outfits with suitable con 


tacts, like 


system contractors 


appl ance dealers water! 


even department 
stores and certain pharma ies. “The 
Modesto drug store is owned by Mr 
and Mrs. Earl Clark. Mrs. Clark 


almost crippled with arthritis, had 


} } 


veard of the Jacuzzi, bought and tried 


one, found herself so improved that 
he decided to ell others on home 
water therapy) 


“Who knows 


Her husband approve 


better the aches ind 
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pains of the community than those of 
is behind the prescription counter!” 

and before long what with Mr 
Clark’s customers and Mrs. Clark’s 
extensive contacts as a clubwoman 
the couple had built up a 
agency for the product. ‘They sold 


uc% essful 


direct to customers and also helped 
to set up druggists in other towns as 
retail outlets 

Several other franchises were let in 


all mod 


* could not 


Various parts of the count? 
erately successful. “‘] 

help realizing Ca adm that 
few of these were really doing a 


proper sales job. ‘They were not ad 


ertising as they should, not building 


iles organization not etting i} 
iitable pla es of busine The few 

that were fulfilling these obligation 

vere so successful that the failure of 

the others was all the more n irked, 
‘The company, still exploring, tried 

two experiment ()ne was to 

i ha :dsomel decorated 

own in Beverly Hill mi 


an Francisco salon, with a sale 
for home-call follow-up. Here 
and promotion te¢ hniques were teste: 
[he other course was to permit 
UZZ1S regular pump sales 
the Whirlpool Bath 
O00 dealers who handle 
turbine and jet 
suitable sales 


IS¢€s accessible to walk-in 


pumps. 


personne! 


oftered the new produ 


open basis unless ani\ one oT 


OUTSTANDING 
Top Quality Low 
Cost Business Gifts 
That Give Lasting 
\dvertising Value 


$1.25 


lots of 100 


A Reminder Each Day... 
the MEM-O-ROLL way 


Extremely useful on the desk next to 


the telephone on the counter on the 
card or game table n the office in 


the factory...in the store in the home 


DELUXE FEATURES 
© 24 kt. gold tooling and imprinting 
® Bound in luxurious leatherlex 
® Available in mahogany or forest green 


® Uses adding machine roll refills 


AMAZINGLY LOW COST 


YOUR COMPANY NAME OR ADVERTISING 
MESSAGE MAY BE PERMANENTLY IMPRINTED 


$2.70 


lots of 100 


BOOK BAR 


Bound in luxurious padded leatherlex 
24 kt gold tooling and imprinting 
Contains 2 shot glasses with genuine 
gold trim 

Available in mah ogany or forest green 
Select from our large variety of stock 
titles or we will sugges! a title best 


suited to you 


Write for samples and quantity prices 


KEEN ART CRAFI 


116-36 GPRINGFIELO BOULEVARD 
JAMAICA 11. N.Y. 


We'll Detiver in Plenty of Time for Christmas —it 
You Mall Your Order Before Novernber 10th 


television 


4 


ig 


0 "= 
we NORTH J CAROLI 
at a 


\5 - | VIRGINIA 


REACHING MORE THAN 


600,000 
TV SETS 


IN 75 PIEDMONT 
NORTH CAROLINA AND 
VIRGINIA COUNTIES 


THE BIGGEST, RICHEST MARKET 
IN THE SOUTHEAST 


television 


WINSTON-SALEM 


NORTH CAROLINA 


CALL HEADLEY-REED, REPS. 


wished to set up as an exclusive fran- 
chised dealer fulfilling the necessary 
requirements. 

By the end of the year the Hydro- 
therapy Division took stock and found 
a sales total of $400,000 for the Ja 
cuzzi. Not nearly good enough, was 
the unanimous opinion. 

‘The areas of success pointed the 
way to more effective selling. The 
decision was made to establish either 
more of the exclusively franchised re 
tail stores, or company-sponsored out- 
lets like that in Beverly Hills. 

Meanwhile, an advertising agency 
change was made. Winger-Michael, 
Inc. of San Francisco was engaged 
and a new promotion policy was 
worked out. 


Sell general well-being 


The advertising that had been run 
thus far—mainly in medical journals 

had emphasized the therapeutic as- 
pects of the product. Newspaper ad 
vertising by the franchised dealers 
also had employed this approach. For 
example: ‘‘ Jacuzzi Hydromassage . . . 
the exact unit used so successfully for 
hydrotherapy in clinics & hospitals, 
now yours in your own bathtub. 
Hydrotherapy is proven for arthritis 
relief.” The display copy from which 
the above is quoted was followed by 
long paragraphs with information that 
would interest a physician, a specialist 
or someone ill and in pain, but not 
the average individual. Early sales 
literature had followed the same 
course, 

Market research revealed that 
“hydromassage’” was an unattractive 
word to most people. The emphasis 
on the ailments for which the Jacuzzi 
was suggested limited readership of 
the copy. 

The first change made was to refer 
to the equipment as the Jac UZZI 
Whirlpool Bath, its original informal 
designation. Copy approach was revo 
lutionized. Emphasis was placed on 
the well-being derived from use of 
the device. A new display advertise 
ment, run in the San Francisco Chron 
icle “This World” sec tion, 1s headed 
“Everybody Loves a Warm Bath and 
a Professional Massage. Now your 
family can enjoy both... with a 
famous Jacuzzi Whirlpool Bath 
Never before could your family enjoy 
whirlpool massage in the home. Be 
fore the development of the portable 
Jacuzzi, whirlpool massage was avail 
able only at expensive health clubs and 
hydrotherapy departments. Now you: 
entire family can enjoy whirlpool 
benefits, in your home, for a few 
dollars a month.” 

Early advertising had carried onl; 


of the unit. The new 
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S HEAFFE R'S shopping guide 


tor business gitt giving 


for VIP’s and 
top prospects 


for valued customers 


Where only the very finest will 
do, Sheaffer's famous White Dot 
will make your gift a prized 
possession for years to come. 
Top: Valiant ensemble, new 
Snorkel Pen with matching pen- 
cil, $27.00 

Bottom: Desk set in jet crystal 
with Snorkel Pen and perpetual 
calendar, $30.00 


Your choice of Sheaffer's quality 
will be a constant reminder of 
your appreciation and esteem 
Left: Statesman Snorkel Pen, 
$15.50 
Admiral Snorkel Pen, 
$10.00 


Right: New Cartridge Pen, $8.75 


Center 


For every occasion and every budget, your gifts can be both use 
ful and far out of the ordinary. For Sheaffer—and Sheaffer alone 

offers a complete selection of fine writing instruments in every 
price range. And only Sheaffer distinguishes your gift with the 
world’s most respected name in writing. For Christmas, em 
ployee awards, advertising and every gift need, turn to Sheaffer 


Mail the convenient coupon right away for complete information. 


SHEAFFER'S 


t ‘ NTAR . NA RALIA ME ONE + IM GREA Ain NOON 


1957 


for low cost 
reminder advertising 


It costs no more to give the added 
prestige of Sheaffer's famous 
name and quality 

Left 


Pearl center automatic 
pencil, $1.95 
Sheaffer's Feathertouch 
Jallpoint with 
Silver tip, $2.95 
Right: Desk set with cartridge 
pen, $4.95 


Center 


sterling 


All Sheatter 
business gifts 
attractively packaged 


Business Gift Dept. $M 10-57 

W. A. Sheaffer Pen Co., Fort Madison, lowa 
Please your list of writing instrume: 
prices, and complete details on Sheaffer's bu 
ness gift plans 


rush 


This request does not obligat« 
me, or my firm, in any way 


Name 
Position 
Firm 
Address 


Cit Zone State 


m showed an exhuberant man 


i batht What is 
VM llion 


1 cut 


ina 


whirlpool mas 
of tiny bub 
of various family 
ember ng well-being 
lhrow off that ‘t 
Completely relax 
Keep a trim 


Relief from aches and 


Ons Sa 


feeling 


with a et description of 
w the Jac 771 


benefit ave nr 


vork to bring about 


\ slogan wa ntroduced Ow: 
Oth Centur Fountain of Youth 


week Qur new 


only $2 
ective (ato points out ‘was to 
not a piece of prote onal equip 
but well being for the entire 
family 
Altho ipproach wa 
market, the 
of it 
is checked 
who were willing to 
id 0 apacity on 
omotion program. The advertising 
well a ales literature for dealer 
prospect ( ) torn 
ted with tl mary pt 
pose in 1 on the nature 
nd benefits of this new product 
A major problem tackled was the 
fear nearly everyone has of electricity 


! relation to water 


Fear builds sales resistence 


Fully vy laranteed absolutely 
afe . . . approved for advertising in 


American Medical 


nals,” is the assurance given in con 


sumer advertising. Literature offers 


Association Jour 


full explanation of the safety factors. 
No switches that can be touched. .. . 
All electrical parts are encased in 
plastic : no moisture reaches them. The 
motor is built to operate under wate: 
It operates automatically by means of 
1 three-way grounded plug, in re 
ponse to the action of the water. 
Prospec ts may be told, if the subject 
comes up, that of the thousands of 
units sold, no case is known of anyone 
receiving even a mild shock through 
ise of the equipment. 

Newspaper advertising is placed by 
franchised dealers under a 50-50 co 
operative arrangement. ‘The objective 
besides education, is to provide leads 
for dealer sales staff follow-up 

In areas where franchises are let 
radio time, stresses 
the pleasure of well-being afforded by 
home use of the Jacuzzi. Some “dem 


the « ompany buy S 


onstration” experiments with tele 
sion advertising have been tried 
‘The present schedule includes regu 

lar space in the Journal of Americar 

Medical Association to keep doctors 


nformed of the product and its uses 


years ahead... 


its back getting ready too soon.. 


wrong horse 


How to Establish Sales Standards and Goals 


“In my mind there is nothing more fallacious in establishing sales 
goals and standards than to start with your own company sales records 
in order to project curves which will determine sales standards and 
even think it is good judgment to 
start by looking at your own industry sales figures or your competitors’ 


sales volume at the outset of any program that you believe will tell 


goals for the coming year. | don’t 


you what levels in sales you should attain during the coming year or 


“The place to look for guidance 
and goals is the market circumstances of your current customers and 
your prospective customers and possibly their customers in turn 

“Projection of sales standards for the future must recognize the 
progress of your customer's design, development, tooling and ma 
chinery for this revolutionary 
factors would be blind folly in setting those sales goals and standards 
which guide your company’s entire fiscal, engineering and production 
policy. If your customer or customer's customer is not tooled and 


ready to produce a new revolutionary design, your company can break 


“There are, therefore, these and many other considerations beyond 
your own sales records and your 
forecasting sales. | firmly believe the place to start in calculating sales 
goals is the end product into which your own device will be installed 
and then work back toward your own backyard. If you do this you 


may escape some of the disastrous results of corporate betting on the 


By Edward L. O'Neill 
Vice-President & General Sales Manager 
Emerson Electric Mfg. Co 

at National Industrial Conference Board’s 5th Marketing Conference 


in establishing sales standards 


development. Ignorance of these 


industry’s sales and records in 


In addition, the company runs if 
“The Journal of Lifetime Living,’ 
read mainly by people over 40; and 
‘Sunset’ magazine. 


A problem in sales psychology 


The company and its dealers had 
to learn a lot before they were satisfied 
with the sales presentation. Cato 
points out: “Because of the personal 
nature of the benefits to be had from 
the product and the fact that demon 
stration must be the nub of the sales 
contact in the home call, a great deal 
of delicacy and tact are called for.” 

The high level of the personal 
selling is shown by a startling figure: 
“Once a salesman or woman gets into 
a home and is given a chance to dem 
onstrate the unit, if the prospect con 
sents to try it out, we have a 52% 
record of closed sales,”’ Cato says. 

Equally astonishing: ‘To date, not 
one of our units has ever been re- 
Financing is similar to 
that of any item of home equipment. 


possessed,” 


Distribution has been greatly ex 
tended during the first half of the 
current year. Company-owned stores 
have been opened in Seattle ; Portland, 
Ore.; Oakland, Calif.; Salt Lake 
City, and Los Angeles. Franchises 
have been established in St. Louis 
Mo.; Phoenix, Houston, Milwaukee 

Promotion support has been en 
larged to include regular demonstra 
tion and exhibits of the Jacuzzi at 
national medical conventions and the 
more important gatherings of rehabili 
tation organizations, chiropractors and 
therapists. 

A check of response to the “well 
being’ campaign reveals that today, 
only 37% of sales are made for use 
by men alone—most purchases are for 
family use. While 65% of inquiries 
come from women, slightly more men 
than women are credited with the 
actual purchases. Forty percent of 
sales are to people in the age group 
of 40 to 50; 
years up. Of all units sold, 75% are 


35% to people from 50 


to people over 40. ‘he company has 
checked closely on reasons for buying 
has learned that 64% of the purchases 
are initially influenced by the desire to 
treat the effects of illness (such as 
arthritis). ‘he next largest group 
(20%) acquires the unit to alleviate 
nervous tension. As knowledge of the 
benefits grow and spread, the company 
believes the maintenance of health and 
good looks, relief from work and play 
tensions will loom larger as sales 
tactors. 

The goal for sales for this year was 
set at $1 million. “All indications to 
day point to our exceeding that before 
1957 is over,’ Cato reports. The End 


SALES MANAGEMENT 


next time you OK an advertisement 


GIVE IT THE SHOE TEST 


You are about to OK an advertisement. It shows 
a picture of your product and illustrates its main 
features. The copy is as clear as the pictures. 
The ad looks good. 


But hold everything... 


Have you given it the “shoe” test? Have you 
asked yourself, “What is there about this prop- | 
osition that would interest me if I were in my 
prospect’s shoes? 


‘What main element of self interest would arrest 
my attention, arouse my curiosity, induce me to 
read on? 


“Does the ad tell me enough? Does it answer the 
questions that would come to my mind if I were 
to consider this product? 


“Does it tell too much? More than I could rea- 
sonably be expected to wade through when I’m 
reading a magazine or a newspaper? If so, should 
some of this information be expanded and made 
available in a booklet and offered for my con- 
venience?” 


Now put your own shoes back on again. Is this 
the best way to tell your product story? To 
arouse interest? To get an invitation for your 
salesmen to call? 


Maybe it is. Maybe this ad is aimed right at the 
very prospect you want, talks his language, and 
helps him see exactly what your product can do 
for him. If so, give your advertising manager a 
raise and congratulate the agency men who 
worked with him. For brother, you’ve got one ad 
out of a thousand. A whole campaign of ads like 
that one, and your sales curve is going to take a 
healthy turn to the northeast. 


THE SCHUYLER HOPPER COMPANY 
12 East 41st Street, New York 17, New York 
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@ This is a conventional tent-type easel 
@ It takes up only 9" x 10" when in use 
@ Note it shows only symbols—no text 
@ Would you place it in hands of your men? 


What! A Wordless Presentation ! 


alesmen though good talker are 
notabl poor readers Why, then, do 


o many salesmen’s presentation piece 


attempt to turn salesmen into ‘‘verbal 
parrots? No buyer likes to be read 
to parti ilarly the way ale men 


read { sually in hi 


buyer will read or look ahead and 


annoyance, the 
thus fail to hear what's being said by 
the salesmen or won't look or 
listen at all 

Because headquarter want to vet 
every point into a presentation 0 
the salesman won't miss a single angle 
“verbal 
supposed to read what 


the salesman must become a 
parrot who | 
the buyer can see tor himself the 
headline 
event copy) 


Thi type ol ale iid suggests the 


bh id and ometitne 


os >> 
the that probably the language ts a 
barricy to a good sual presenta 
fion that the le ot th lang ipe 
there na iles piece the more efte 
tive it will be Vheretore, the pertect 
presentation piece would be one pre 
pared ina language a buyer could not 
nderstand one that would require 
translation by the ilesman Lhat 
ma eem to be wild theory but it 
has proven sound selling practice 
But what language would be prac 
al? Lhe aneuage of pictures, ot 
j 
ours 
124 


By HUBERT D. ROSE, 
President, H. D. Rose & Co., Inc. 


lurthermore, if those pictures were 
designed to have mnemonic value 
be memory pictures they would 
impress the selling points on the buyer 
with considerable impact and increase 
the recall factor of the sales message. 

I his reasoning appealed to the 
training director of General Foods’ 
Institutional Products Division, which 
sells to hotels, restaurants, and other 
public feeding establishments. He had 
a problem of equipping his salesmen 
with a detailed knowledge of some 
410 (GF Institutional Products. Fur 
thermore, he wanted’ a sales piece 
which would put the information at 
the salesmen’s finger tips and help 
them present the story of any product 
in the line on a moment’s notice. 

Lhe “picture language’ approach 
for the sales presentation seemed the 
answer to this two pronged problem 
Such a piece properly designed could 
become an efficient product-informa 
tion training tool as well as a unique 
and effective sales aid. And so this 
illustrated presentation was develop 
ed, 

lo show how. this unique sales 
presentation works, let’s run through 
a short sales talk on Walter Bake: 
Cocoa, Pretend you're a buyer for a 
large restaurant. A GF-IPD sales 


man wants an order tor Baker's Co 


coa from you. All the important sales 
points are covered right on one page. 
But you will note that the pictures 
are meaningless, and will be until the 
salesman translates them for you. In 
selling you, therefore, he might pro 
ceed something like this: 


1. (POINTS TO CAN, THEN 
WINDMILL) ‘“Nationally-known 
Baker's Cocoa is made by the famous 
Dutch Process to give you true cocoa 
flavor by eliminating all harshness. 
Lhis process also produces a darker 
richer, more chocolate-y color. 


2. (POINTS TO CLOUD AND 
GRADUATE) “It has a low butter 
fat content so is the perfect ingredient 
for lighter, flufer baking. 


3. “Baker’s Cocoa is triple-milled 
to produce a lighter, finer cocoa. 
(POINTS TO ROLLERS) That 
means finer sifting, which means bet- 
ter mixing. (POINTS TO BOWL) 
This is important in all quality bak 


ing 
ing. 


+. “That, plus the low butter fat 
content, is why Baker's Cocoa gives 
lighter baked goods with finer texture. 


POINTS TO CIRCLE) 
5. “And finally our up-to-the 


SALES MANAGEMENT 


‘| would hafta say women 
are different than men” 


says CASEY STENGEL 


(Armed with our favorite thesis—that men and women 
are different—Ladies’ Home Journal, the world’s fore 
most authority on women, solicited the views of Casey 
Stengel, the world’s foremost authority. Herewith are 
Mr. Stengel’s comments with translations, where neces 
sary, from the original Stengelese.) 


“It’s like they [Ladies’ Home Journal] keep say- 
ing, men and women are different. Because why? 
Well, take ballplayers. They [women] won’t ever 
make as good a hitter as some of my fellas. Maybe, 
but not many of them. All you hafta do is look. 


Women have a world of their own... 


and a magazine of their own... 


“JOURMAL 


“Sure they [women] like to watch a ball game as 
much as anybody, but, you know, a woman is a 
woman and she may be out cheerin’ in the stands one 
minute, but the next minute she’s out running for 
the P.T.A. or cooking scollop potatoes or bringing up 
your kids for you, and what guy could do all that? 

“A woman may be a lot of things but she’s always 
a woman. That’s what they [Ladies’ Home Journal] 
understand, so no wonder they [women] all read it 
Which of the two are best—men or women? Let’s say 


” 


it’s lucky for you there is two. 


(We agree with Mr. Stengel that it is 
because the Ladies’ Home Journal un 
derstands women—and talks to them in 
womanese that more women buy and 
read the Journal than any other maga 
zine on earth.) 


THE NO. 1] MAGAZINE FOR WOMEN * NO. Oo IN CIRCULATION * NO. 1) IN NEWSSTAND SALES * NO. ae IN ADVERTISING REVENUE 
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tive cud of a . 
werk out of le. 


Wty , | 
All 


It’s the bag with the split personality for your overnight business 
One side of the Snapak has three roomy pockets for your corre- 


trips. 


spondence and rec ords. The other side is a hidden compartment, big 
enough to hold an extra shirt, a tie or two and your toilet articles. A full 
center flap hides the compartment when you open your Snapak during a 
business call. Also available with pockets on both sides and no flap 

Made of handsome top grain cowhide in several colors and styles. 


12” high, 17” or 18” long, 4”, 5” or 6” wide. 


Solid leather handles, 


safety lock, reinforced corners. At your favorite luggage or department 
Leather Goods Co., Ine. 


5, Ohio 


store. Custom-built bags for your entire organization also available on 


Write for quotations 


Cimmcmnnalt 2 request 


— pore Like Salesmen to Suggest Size of Order 


be vo-year-ol ( three-year-veteran 
Lridiat blea \l ih * ilesmat just left Kansas STOMER COPY 
Ll He was there ill m the dre fabrics buyer tc) ap = 
\ kK ( Dateter via C1957" Alf RDER NO ] 
( leat how ne t profitable re Macy's Kanses City INDIAN HEAD MILLS, INC. 
h | buyve b I t / / 
| } ul naller stores Mawnses Ohy, M fours wdmay Now 7 
ggestion selling. Before Curtis went to Macy a —_ ie 
he wrote up on the Indian Hea les form a fabri | F 73/28 7/ wo a9 vas orennann 
: [aa 
er which he beheve to be to the best interest of Macy's Warehouse ohne deg nd 
Vla Li dation Flava erin —— 
( ‘ | Head Mills sale Kansas Oty Misour, 
tha velcome the pre-written Best Truck 
The } e tollowe . nre-anproact ; Fawn “a a Vaaaivow vee ieee aay 
. ; . } of id a rend gah oO Curtrs TSEC Cheras, ° x Of/lox Sa Lele w 
‘ ile | in P ( r ubmuittes the 7° roa Teme 
j | il 1 the Ollipa 19 dea contest and won Tidy Head borg A Fa Dhos Dk 
j i ee 1 (Mn) he k rd “WA fe And (O/ors ~ IYSE yg ¢ pes 70 fe 7» 
' | ) x 
( ! ind his bo Peter (; otese ce-president wr er wrgt /0 
i i nage es . idmit that this i «_Oftto hed ‘fase Emerald 
ital i a qn , DEN 3 oe at pace. 2244 Leta st 2/297 Pod b 
b vesmen th OUNTEY APS oucrge!d 2AV6 Furst Crvrm [256 Fla mings 
‘ in extra sales plan which salesmen 
, ninde sional! Te bem Store 40 feast Rwech: prim to 
) o E ‘a 
Te annals Te wee ines wine whi ta Cet 109 ad THIS WEEK Sumdoy Megagere 
) t hye \¢ 
1 i wi wel ef Cotober 25: 
lt hia ny what i Dip h tipe this made with 3] White Sh Mee ae here 
. t account Not one resented it d the « munis CAN VM mah ht 2/277 Perle 
: . telah ind the commen A/a9e Fovest Ctven Pag Suge /d ? his Bags 
! ition that | iad troubled to prepare the fu {hw toe / Dstigiteh Ja, Cordovan 
lwork were pleasing. Most buyers purchased lags Ace Crees L271 Mimore fet Give Say 
pract cally exactlh the olor ind quantitie | recom Pre Kine LM Relerms Pek 
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ision and to help them commit tor goods immediately —— ——— —— 
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minute Quantity Recipe Service entation had to be functional not 
POINT TO PIX) offers a great merely decorative. 
variety of baking recipes. It is a use With this type of piece, the buyer's 
ful and convenient help in develop attention can be held on each point 
ing a wide variety of economical as it is being made. Each picture helps 
baking recipes. And there are several fix each point firmly in mind. A very 
excellent recipes for chocolate cakes important factor about this type of 
using Baker’s Cocoa.” visual presentation is that the sales 


No attempt was made to equip the 
salesman with a sales talk. 
Fach page of the presentation 
accompanied by a 


man can keep complete control of the 
situation all the time. He isn’t shack 
led to any routine, so the sales talk 
comes out naturally. He « 
the middle or at the end 
uct. ‘These basis sion demands. 
which the could develop iT 
their own sales stories, embellishing 


“canned’ 
was 


“fact sheet’’ listing an start in 


the prime sales facts about each prod as the occa 


provided a from He can repeat a point 


salesmen necessary, and, if interrupted, can 


quickly bring the buyer back on the 


the facts to suit their needs and each sales track. This whole idea was 
selling situation, supplying supporting enthusiastically received by the Gk 


details gained from study of the Prod 


Manual 


IPD salesmen, and they're using the 


Tt 
information their 


uct and presentation with great success, first 
own experience to learn about their products, then 
The pictures chosen for this pres to tell buyers about them The End 


THIS THREE-DIMENSIONAL, package is the way Associated 
Products, Inc., Chicago, Ill., is effectively introducing its new “5 Day Roll-On 
Deodorant.” The product bottle is tightly snap-locked the front of the 
package and with its red, gold, and white color scheme the “showcase” is claimed 
to have all the attributes that lead to impulse buying. Shipping presents no 
breakage problem since the bottle is locked in deep and tight. The boxes are 
packed 12 to a carton. The designer wag Robert Zeidman Assoc., New York 


“pilfer-proof” 


into 
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DISPLAY *” SELL 


“LAZY SUSIE-SELL” 


Attractive and permanent? Definitely! More important, 


'the “SUSIE-SELL" is versatile A natural for dis 
playing, and stocking all types of products such as 
food, drugs, cosmetics, appliances, ete Stands 547 

| high. Heavy gauge construction throughout for many 
years of service Koller-bearing trays are 24” ia 
diameter in 4 different beautiful pastel shades, They 


| 


revolve for ‘self-service’ selling and can be adjusted 
to any height Aluminum Finial at the top helde 
display or price card, Puts powerful action into island, 


floor 


booster you eve 


and window displays. The 
Only $39.50 
Also available in motorized version 


Her 


sharpest busmess 


r saw 


each tray revolves 


CARKIE-SELI 


NORTHLITE CORPORATION 


2226 Fourth Street 


in alternate direction name i 


Peru, Illinois 


A 
GOOD 
LAW 
TO 
BREAK 


The law of averages says that 
| cancer will kill one out of every 
six Americans, But the law does 
not have to prevail. You can help 
break it in two ways, By having a 
thorough medical checkup every year 
and by sending 4 contribution to 
your Unit of the American Cancer Society 
or to Cancer, c/o yout town's Postmaster 


Fight cancer with a checkup and a check 


AMERICAN CANCER sociery | 


L 
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| Record 


offers advertisers... 


Archi 


* ” 


In... 


Aga 


+ 


CULATION 


= before have so many architects and engineers turned to an archites 


tural magazine for help in their work. 


27.650 architects and engineers now subscribe to Architectural Record. (Source: 


June 30, 1957 


\.B.C. Publisher’s Statement.) 


Never before has an architectural magazine offered building product advertisers 


such complete coverage of the men who year after year are responsible for 


planning four-fifths of all U.S. building. 


Over 93% of the total dollar value of all architect-planned nonresidential 
building and 77% of all architect-planned residential building is in the hands 
of Record subscribers—a fact documented by Dodge Reports. 


The cost per page per 1,000 of Architectural Record’s unequalled architect and 


engineer circulation? Lowest of the three leading architectural magazines. 


Compare... 
Architect Circulation 


Compare... 
Engineer Circulation 


Compare... 
Cost per Page per 1,000 
Architects and Engineers 


Architectural Record 


Architectural Forum 


Architectural Forum 


Progressive Architecture 


Architectural Forum 


17,826 

Progressive Architecture 16,424 
13,492 

Architectural Record 9,824 
Progressive Architecture 8,576 
4,614 

Architectural Record $25.32 


$28.40 
$54.68 


7 REASONS for putting Architectural Record 
at the top of your 1958 advertising schedule. 


1. Editorial leadership — Idited specifi 
cally for architeets and engineers. Most 
editorial pages. Largest staff of architect 
ind engineer editors in the field. Five out 
of six editorial awards to architectural 
magazines by the American Institute of 


Architects. 
2. Preferred readership— Architects and 


engineer have voted the Record pre 
ferred’ in LOO out of LILO studies SPON 
SORED BY BUILDING PRODUCT MANLFEAE 
PURERS AND ADVERTISING AGENCIES 


3. Top architect circulation. 


4. Top engineer circulation. 


F. W. DOOGE 
CORPORATION 
publicatior 


5. Top verifiable building market 
coverage. 


6. Lowest-cost coverage. 


7. Advertising leadership. Year alte: 


ear more advertisers place more pages of 
idvertising in Architectural Reeord than 
in any other architectural magazine. (4% 
more than the second magazine in the 
held in the first 9 months of 195 9 


more than the third magazine.) 


Again in 1958 


harder for you in the "workbook of the 


advertising will work 


active architect and engineer 


ARCHITECTURAL 
RECORD '"s" 


YORK 18, NEW YOR 


OXAtord 


> Onl 
‘ yp 
and On « 


Personal 


eryone wants 


Slip Off the Cap... 
It's Ready for Use! 


Works like a charm. Holds 100 
staples in barrel. Fastens 12 
sheets as securely as 2. Weighs 
only 12 ounces 


BEAUTIFUL IMPRINTING 


The colorful plastic barrels can be 
beautifully imprinted by the silk 
screen or hot press proc: 


ATTRACTIVE GIFT 


Each Duo-Fast 


Pocket Stapler 
me nm ar i! 
tractive } ge | 
cover, gift box luding a 
box of 1000 refill staples 


LIBERAL QUANTITY DISCOUNTS 


| The nationally advertised retail price 
is $2.95. Liberal quantity discounts 
are offered, including imprinting 
costs 
U:. conditional Guarantee 
} The Duo-Fast Pocket Stapler is a quality 
product, fully guaranteed if anything 


goes wrong with it, the factory will re 
place or repair it without charge 


Write today for Brochure PS-8 giving the 
complete story on uses, imprinting and 
quantity prices on the DUO-FAST POCKET 
STAPLER 


DUO-FAST 


DUO-FAST SPECIALTY COMPANY 


5700 River Road, Franklin Park, til 


sa 


The Case 


of the 
Pop-up Mints 


Convenient little dispensing units differentiate Pez can- 


dies from competition. They are subject to variation to get 


freshness into sales appeal. And they are devices for in- 


creasing both unit of sale, and jobber and dealer profit. 


PEZ Candy with it own dis 
pensing unit 

Lhat the way Standard Adver 
tising Register identifies the product 
made and sold by Pez Haas, Ine 
New York 


Ihe listing is indicative of the fact 
that the whole merchandising plan for 
the 


product revolves around dispen 


eC! Lhe company has sold 10 mil 
lion dispensers in four years 

Pez me!” is a request you might 
hear in any of 40 countries in which 
the three-letter brand “Pez’’ 


marked, 
is produ ed from the pocket, 


is trade 
In response, a Pez dispense1 
the cap 


s flipped, and out pops a Pez pellet 
wild = cherry anise, lemon, — lime 
orange or peppermint. 

Ihe day-in and day-out objective 
of all Pez sales, merchandising 


promotional efforts are three: 
1. to get merchandise displayed 
sales 


to ittract 


to hold « 


ustomers 


Although 


dispenser 


slim look 
‘round mainstay 
of sales, variations are frequently in- 


the 
is the year 


regular, 


troduced to revitalize sales during spe 
cial seasons and to avoid the monotony 
that is often inherent in 
marketing. 


For 


than 


one-unit 


Pez, the dispensers are more 


premiums; they are intrinsic 


parts of product identification and 
product use. 

Pez dispensers serve not only as 
an impulse “plus.” They are direct 


ways of increasing unit sales. They 
take Pez out of the profit-restricting 
five-cent candy market by inviting 
twenty-five cent purchases. Whirl-a 
round displays and 24-piece self-dis- 
play boxes indicate that 
Set with 2 Pez Paks is 25 
Jobber’s margin: 20%. 
mark-up: 38%, 


Special dispensers for seasonal pro- 


Dispenser 
refill Se. 
Retailer's 


motions incorporate elements of color 
and Fac h 
acts as a hub around which in-store, 


attention-getting design. 
television and newspaper promotions 
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THE GREAT 
“TOP MANAGEMENT’ MYTH 


Do you know who can really buy your product? 


Some people in advertising (including quite a Hose, packings, gaskets, etc 
hatful of publishers) have created a mythical 


Hydraulic and pneumatic equipment 
concept that makes industrial top-manage- 


Lubrication equipment lubricants 


t ment men out to have direct buying authority 
F 2 . : Machine tools and accessories 
that would require more arms than an octo- 
Matertals-handling equipment 
pus; more heads than Hydra. setae te: ite snot stats 


Mechanical rubber goods 
When it comes to industrial marketing, here’s 


Metals — steels, aluminum, brass 
the truth of the matter. 


Pipe, valves, fittings, steam specialtie 
“Top Management” must delegate responsi- 
bility—and if your product is used in produc- 
tion and maintenance engineering it must be 


Power drive — mechanical and electrical 


Pools — cutting, hand, shop, carbides, et 


bought by the “buy-it-and-get-things-done” Welding and cutting equipment 
men serving in that function. These industrial distributor sales engineers do 
not sell top administrative management men who 
ADMINISTRATIVE are concerned primarily with management policy 
7 administrative and financial problems, pension 


plans, insurance, plant locations, over-all op 


erating considerations, etc. The products sold by 


eMPLover 


these distributors are used almost exclusively in 


production and/or maintenance — the machines 
tools, materials-handling equipment electrical 
power and transmission equipment, lubricants, 


sleam spec lalties, etc 


MAINTENANCE 


ENGINEE Ring 


Ihe readers of Mitt & Factory the men the 
_ distributor sales engineers see to sell are the 
Mill & Factory is the only publication edited 100% for the men men concerned with produc tion and maint 
known to be directly responsible for the methods, the equip 
ment and the supplies used in production and maintenance nance enginecring right out in the plant the 


men who see that the work gets done: the men 


Mitt & Factory can carry your sales message with the delegated responsibility for the specifi 
to these all-important influences because its cation and use of the machines and equipment 
Franchise-Paid circulation is built by 1,724 in they need to improve methods, cut cost 

. P dustrial distributors’ sales engineers who search 


' nt ' How this works out in real life is well Hlustrated by 
oul and se these same mer yroducts that are ’ 

' wits cae en products sills hundreds of case studies we've made of actual sales 
of products like yours to MILL & FACTORY 


readers, Ask your MILL & FACTORY representa 


used in production and maintenance, like these 


Abrasives — cloth, wheels, et« 


tive to show you some of these reports. You'll se« 
Building maintenance equipment and supplies why, if you sell machines, equipment, materials used 
in production or maintenance engineering, MULL & 

Components — fasteners, etc 


FACTORY is your best bet to get your sales story 


Electrical equipment to the men who can say “Yes” and make it stick 


Mill & Factory os x 


serving production and maintenance engineering—the men, 
regardless of title, industrial salesmen must see to sell 


205 East 42nd Street, New York 17, N.Y 
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Kut always, because the lim 


penser is as much a part ot 

the Coke bottle is of Coca 
giant reproductions and ban 
accentuate identification with 
And during special offer 


Claus 


I rooper or 


pace (jun, Santa 

dabbit Space 
Hallo ve en idaptation o! the dispen 

er dominant enough to over! 
reg ilar slim look But 
pack 
help Pez create timely promotions and 


hadow the 
these novelty premiums and 
park enthusiasm among distributor 
they win new customer 

ninded children 
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buy Pez. (AIL competiti 
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brandmark ind quality pellet ire our 
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Part of Big Picture 


Pez never introduces a premiun 
because it likes the 
dea or intends to build a plan around 
t. It | i¢ overall Pez marketing 
plan that OMpPasse 

pop-out holders. Th 

lend 


Keep Pez 


per mply 


italit to the progran 
new looking on the ( 
counter pace 
iccord ney to All na 
narketing areas like 
ivo, 4 le Den 
deal for 
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re 


market 
now in 


promise 
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coopel ition 


With the aid 
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ny Vor mney \ be 
ed thi 
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" 


uuilt promotional budget 


132 


Quoting No. 2: 


meeting minimum sales requirements 


Broker territories 


will receive advertising Support in di 
rect proportion to sales.” 
\ basi 


tion 1s 


advertising budget alloca 


evolved for each territory 
sales this IS the 


promotional 


based on annual 


minimum investment, 
\ny sales increase above the base fig 
ire warrants added support, and that 
upport takes the form of a bona fide 
guarantee, At present the major por 
tion of the budget goes into Pa 2 


Quoting No. 3: “Increases in sales 
will be immediately supplemented 
with extra IV promotion.” 

Sales figures are analyzed every 90 
days. Bulletins from Pez headquar- 
ters notify brokers and jobbers of 
exact I'V shows, schedules, sponsor- 
ships and participations in their ter- 
ritories. 

Present average sales per year: 40 
million refills. 

Pez-Haas goal: 170 million refills. 

The End 


Soup Plus Hi-Fi Equal Sales Promotion 


Lhe unlikel 
ind hi-fi 


oOup and the b pyyest 


combination of so ~P 
adding up to the bigges 
ngle record 
promotion in the history of H. J 
Heinz Co. and Radio Corporation of 
\merica 

joined torces 


RCA 


lhe two firms have 
thi month to 
Best of / lassical and semi-clas 
al LP album which is to be sold 


tor one dollar and tour 


produ e the 


labels from 


THE FIRST RCA Victor “Best of '57” 
Pittsburgh 
Heinz Co. is 
handed to B. D. Graham (left), vice 
by Louis A. 


manager of sales 


album to arrive at the 


headquarters of H. J 


president 
Collier, 
for grocery products. 


marketing, 


promotion 


Heinz condensed cans. 

‘The album is actually a sample of 
selections from eight new RCA al 
bums. Music ranges from “Body and 
Soul” to Beethoven. 
eight albums are shown on the front 
of the album under the ‘Best of ’57’ 
title. On the back, 
graph displays leading Heinz prod 
ucts with the greeting “Our Best To 
You in 1957. 

Soth companies 
October 


soup 


Pictures of the 


a color photo 


S¢ heduled 


advertising to pro 


have 
heavy 
mote the tie-up. Insertions will ap- 
pear in consumer, trade and metro 
politan daily publications with a com 
bined total circulation of over 66 
million 

Advertising is set for Look, Time 
The Saturday Review, Tarper’s 
The New Yorker, The Atlantic, Es 
quire, and Newsweek, among others. 


Halt 


trom 


pages proclaiming “Exclusive 
Heinz the LP Record Bar 
vain of the Year,” are set for Sunday 
magazines with a combined circula 
37 million. 

IV, Heinz will promote the 
“Studio oY i dra 


matic series. RCA will use three com 


tion of overt 
()ver 


promotion on. its 


mercials on the George Gobel, Eddie 
Perry 


is also placing a total of 300 radio 


kisher or Como shows. Heinz 
spot announcements in the first 100 
leading U.S. food markets. 

RCA will distribute the LP among 


A plus tor 


the buyer is a special one dollar sav 


750 radio disc jockeys. 
ings coupon inside the album which 
be used on the purchase price 

an RCA classical musical release. 
Csoing atter maximum attention in 
the food market, Heinz is distributing 
a point-o! purchase kit containing 
shelf 
million 


cards 
total of five 


window banners, 
talkers and a 


rec ord coupons, 


case 


Running concurrently with the pro 
special dealer's contest 
Heinz. It will offer prizes 
for the best Heinz soup display « 


motion is a 


staged by 


ises or more, 


SALES MANAGEMENT 


A NEW STUDY OF 


ADVERTISEMENT 


FARM MEDIA 


A report from the Midwest Farm Paper Unit on a study con- 
ducted by the Market Research Division of McCann-Erickson, Inc. 
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> INTRODUCTION 


It has been more than four years 
since the last comprehensive study on 
farm media has been conducted in the 
Midwest. Since that time many im 
portant changes have taken place. 

In the belief that an independent 
and authorative report on the farm 
media situation as it today 
would be of service to advertisers 
everywhere, the MIDWEST FARM 
PAPER UNIT arranged for such a 
retained the Market Re 
search Division of the Chicago office 
of McCann-Frickson, Inc., to con 
duct the study. 


exists 


study and 


The sole responsibility for the plan 
ning, execution and reporting of this 
study was to rest with McCann 


Erickson, Inc. 


> ABOUT THE SAMPLE 


A sample of 10,000 farm house- 
holds was selected from the customer 
and prospect mailing lists of a large 
manufacturer of farm implements. 

Allocation by states was based on 
the proportionate distribution of all 
farms found in the eight states, as re 
ported by the U.S. Department of 
Agriculture. The states covered were 
Illinois, Indiana, Iowa, Minnesota, 
Nebraska, North Dakota, South Da 
kota and Wisconsin. 


The desired number of farm house 
holds within each state was selected 
by strict random procedure. 


> ABOUT THE 
QUESTIONNAIRE 


‘The questionnaire was designed to 
reduce to a minimum opportunities 
for bias on the part of the respond 
ents. The study was conducted under 
a registered research name (National 
Resear h Consultants ). 7 he return 
address was a Chicago P.O. Box 
Number. 

‘To avoid bias resulting from the 
order in which Farm Magazines and 
Farm Papers were named in the read 
(QUESTION 1), 
their order was reversed in one-half 
of the questionnaires, 


ership question 


‘To insure equal representation of 
male and female respondents, one-half 
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of the personalized 
were addressed to MIR. and the other 


half to MRS. 


questionnaires 


THE QUESTIONNAIRE USED 


NATIONAL RESEARCH CONSULTANTS 
P Box 7369 
CHICAGO, ILLINOIS 


Dear Mrs. Smith 


You are among a number of representative farm 
families to whom we are writing for help in finding 
out where they go to find information needed in 
their business of running a farm 
You will be of great help to us if you will answer 
the few questions listed below. This will take only 
two or three minutes of your time 
Se you won't have to hunt for a pencil we have 
enclosed one. Of course, we want you to keep it 
When you have completed the answers, just drop 
this letter into the enclosed self-addressed envelope 
And, please make sure the mailman will pick it up 
tomorrow. Your answer wili be treated with strict 
est confidence and your name will not be used in 
any connection, Thanks for the heip 
Very sincerely yours, 
NATIONAL RESEARCH CONSULTANTS 
William J. Roberts 
Project Director 
What farm magazines and farm papers do you 
and your family receive requiarty? 
Among the farm publications you have listed 
which SINGLE ONE do you and your family 
find most helpful? 


What magazines other than farm publications 
do you and your family receive reguiarty? 


Do you live on a farm? Yes -—— No 
How many acres do you and your family farm? 
——— Form D 613i 


> ABOUT THE MAILING 


The original 
pleted during the last week of Febru 
ary, 1957. Follow-up 
sent four weeks after the completion 


mailing was com 


letters were 


of the first mailing. 


I-nclosure of a sharpened wooden 
pencil was the only incentive used to 


encourage responses. 


> ABOUT THE RETURNS 


‘The two mailings resulted in total 


returns of 5253 usable questionnaire 


‘This return ratio of over 52% attests 
to the 


their farm publications 


interest of farm tamilies 


[he major interest of advertisers 
in the selection of farm media rests 
with households actively farming acre 
in excess of 30 acres. For this 
reason, inactive farm families or a¢ 
tive farm families with less than 30 
acres were eliminated from the tabu 
lations. ‘They represented 527 of the 
usable questionnaires returned, 


The findings on the following tables 
are based on 4726 farm households 
actively than 
‘The respondents were about equally 


farming more 30 acres 


divided between the sexes 
The following table shows the dis 
tribution of the returns by states, and 


the percentage of total farms within 
each state which they represented 


Number Returns of 


State Total Farms Returns Total Farms 


175,543 687 319 
Indiana 153,593 625 4\ 
lowa 192,933 1,011 52 
165,225 758 46 
100,846 455 
61,939 311 
62,520 287 
153,558 592 
1,066,157 4,726 


Illinois 


Minnesota 
Nebraska 
North Dakota 
South Dakota 
Wisconsin 
Total 


Fifty-eight percent of the returns 


represented farms above 179 acres. 
This compares with the actual repre 
sentation of farms of this size of 
48% as reported by the U.S. Depart 
Agriculture for the 


tates covered 


ment of eight 

This higher showing of the larger 
farms could be associated with thei 
greater likelihood of appearing in the 
customer and prospect lists of a farm 
implements manufacturer Also, a 
possible even greater interest of the 
larger farmers in their farm publica 
tions may have resulted in a propor 


tionately higher response 


> ABOUT THE TABULATIONS 
AND THE FINAL REPORT 


‘The coding and machine tabulating 
of the returns were executed by the 
Statistical ‘Tabulating Corporation of 
Chicago, under close supervision of 
the agency 

The final tables shown in this re 
port were prepared by the staff of the 
Market Research Department of Mi 
Cann-Erickson, In ‘These table 


represent an accurate statement of the 


findings. 
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WHAT FARM MAGAZINES AND FARM PAPERS DO YOL 


¢ 


AND YOUR FAMILY RECEIVE REGULARLY? 
-overage of Four Selected Farm Publications—-BY SIZE OF ACREAGE FARMED 


Tota! Acreage Farmed: 30-179 


Acreage Farmed: |80 & Up 
Yo %o ¥, 
(Coverage of (Coverage of (Coverage of 
4726 Farms) Number 1968 Farms) Number 2758 Farms) 


Midwest Farm Paper Unit 82.6 1587 80.6 2318 84.0 
Farm Journal 68.7 1324 67.3 1922 69.7 
Successful Farming 61.9 1072 54.5 1855 67.2 
Capper's Farmer 45.0 780 39.6 1348 48.9 


All Other 67.2 1204 612 1972 71.5 
Not Answered —. 34 eneuen 23 


Pub 


Preference for Four Selected Farm Publicationsx—BY SEX OF RESPONDENT 
AMONG THE FARM (Multiple Preference Included) 


PUBLICATIONS YOU fete! Mele 


Preterred Publication Number A Number , 4 Number To 


HAVE LISTED, WHICH (2288) oan 
SINGLE ONE DO Yot Midwest Farm Paper Unit 2143 1120 48.9 1023 42.0 

Farm Journal 1116 462 202 554 268 
sete niatnder hte Successful Farming 837 411 18.0 426 175 
Capper's Farmer 198 100 4.3 98 4.0 
All Other 701 352 15.4 349 14.3 
Not Answered 533 248 8610.8 285 11.7 


Female 


FIND MOST HELPFUL? 


Preference for Four Selected Farm Publications—BY SIZE OF ACREAGE FARMED 
AMONG THE FARM (Multiple Preference Included) 
PUBLICATIONS YOU Total 30-179 Acres 180 Acres & Up 


Preferred Publication Number , 4 
HAVE LISTED, WHICH (4728) 


Number % Number % 
(1968) (2758) 


SINGLE ONE DO YOU Midwest Farm Paper Unit 2143 45.3 942 A7.9 1201 43.5 

Farm Journal 1116 «2346 458 23.3 658 23.9 
ae Sen Successful Farming 837 17.7 289 +147 548 19.9 
Capper's Farmer 198 4.2 87 AA 1 4.0 
All Other 701 14.8 264 13.4 437 15.8 
Not Answered 633 11.3 13.5 268 9.7 


FIND MOST HELPFUL? 


; Preference for Four Selected Farm Publications—BY TOTAL READERSHIP OF 
AMONG THE FARM THESE PUBLICATIONS (Multiple Preference Included) 


PUBLICATIONS YOl Midwest Farm Paper Farm Journal Successful Farming 


Capper's Farmer 
Unit Readers Readers Readers 


Readers 


HAVE LISTED, WHICH 


5 
(2927) (2128) 

SINGLE ONE DO YO Midwest Farm 

Paper Unit 2143 54.9 1408 1271 43.4 1010 47.5 

Farm Journal 865 22.1 113 706 24.1 506 23.8 


Successful 

Farming 645 16.5 572 28.5 399 18.7 
Cappers Farmer 4.1 130 4 4.1 9.2 
All Other 12.1 420 | 13.0 14.0 
Not Answered 8.5 264 f 8.2 8.3 


Preferred Publication Number % Number %, Number ¥, Number 
(3905) (32 


AND YOUR FAMILY 
FIND MOST HELPFUL? 
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AMONG THE FARM PUBLICATIONS YOU HAVE LISTED, WHICH 


SINGLE ONE DO YOU AND YOUR FAMILY FIND MOST HELPFUL? NHAT MAGAZINE OTHER 


, . ' ; 
Preference for Four Selected Farm Publicationsx—BY MALE READERSHIP OF THAN FARM PUBLICATIONS 


THESE PUBLICATIONS (Multiple Preference Included) DO YOU AND YOUR FAMILY 

Midwest Farm Paper Farm Journal Successful Farming Capper's Farmer 

Unit Male Readers Male Readers Male Readers Male Readers RECEIVE REGULARLY? 

Preferred Publication Number % Number % Number % Number % 
(1929) (1532) (1407) 


Midwest Farm 
Paper Unit 58.0 738 48.2 659 46.8 
Farm Journal 19.2 461 30.1! 21.4 ; 
italia’ Coverage of Active Farm 
Farming 16.4 267. «17.4 29.1 Households by the 10 Leading 
Capper's Farmer 4.3 65 4.3 4.5 h General Magazines 
All Other 12.6 209 13.6 14.2 
Not Answered 8.5 77 7.5 Coverage of 4726 


Active Farm 
Publication Number Households 


Reader's Digest 100! 21.2 
Preference for Four Selected Farm Publications—BY FEMALE READERSHIP OF Look 166 d 
THESE PUBLICATIONS (Multiple Preference Included) Household 674 


Better Ho & 
Midwest Farm Paper Farm Journal Successful Farming Capper's Farmer ee 


Unit Female Readers Female Readers Female Readers Female Readers Gardens 
McCalls 


Saturday Evening Post 


Preferred Publication Number %e Number % Number % Number % 
(1976) (1714) (1520) (1085) 


Ladies Home Journal 


Midwest Farm Life 
Paper Unit 1023 51.8 670 39.1 612 40.3 44.0 Good Housekeeping 


Farm Journal! 495 25.0 652 38.0 405 26.6 26.8 American Home 


Successful 
Farming 16.6 305 17.8 424 27.9 19.0 


Capper's Farmer 3.8 65 3.8 57 3.7 8.8 
All Other 11.8 12.3 igi 19 13.4 Cumulative Coverage of the 


Not Answered 8.5 8.5 13387 8.0 Six Leading General Magazines 


Number Number Coverage 

Copies Farms (4726 
Publication Found Covered Farms) 
pad 4442 11d dL aa eee | 


DUPLICATION OF CIRCULATION FOUND IN ALL COMBINA- eer yeas ” ' now 


Reader's Digest 


TIONS OF FOUR SELECTED FARM PUBLICATIONS Look 768 
Total % 
Total Duplicating te Unduplicated 4726 a yor“y h 44 
Publications Coples Found Copies Duplication Circulation Covered — ~ mewn ide 
Reader's Digest 
Midwest Farm Look, Household 
Paper Unit 4521 616 13.6 3905 82.6 Better Homes & 
MW & FJ 7151 2753 38.5 4398 93.0 Gardens 
MW & SF 6832 2502 36.6 4330 91.6 Reader's Digest 
MW & CF 6034 1849 30.6 4185 88.5 Look, Household 
MW & FJ & SF 10078 5528 54.9 4550 96.2 Better Homes & 
MW & SF & CF 8961 4516 50.4 4445 94.0 Gardens, McCall: 
MW & FJ & CF 9280 4783 51.5 4497 95.1 Reader's Digest 
MW & All Three 15382 10790 70.1 4592 97.1 a oe 
errer omes 
FJ & SF 6173 2130 34.5 4043 5.5 Gardens. McGails 
SF & CF 5056 1445 28.6 3611 76.4 and Seturdey 
FJ & CF 5375 1535 28.6 3846 81.3 
FJ & SF & CF 11477 7199 62.7 4278 90.5 


Reader's Digest 


Evening Post 


Advertiadahere FARMING IS BIG BUSINESS AND GOOD LIVING 


SALES OFFICES AT: 


35 E. Wacker Drive 


Chicago 1 250 Park 
MIDWEST 472" UNIT oo 
New York 110 Sutter 


Street, San Francisco 


——_ | — f 672 South Lafayette Park 


Web eet | >, | Paasnse Bane WALIACES FARMER TWP aenee Place, Los Angeles 57 
| ae ate 


_— 
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DANIEL STARCH AND ASSOCIATES BRAND PREFERENCE CHART 
im 


9g 


LET’S TALK MAN TO MAN 
ABOUT BRAND SELECTION 


As reported by Daniel Starch in consultation with 


the Advertising Research Foundation 


She has strong opinions about men’s shirts. 
but he determines the brand he wears. 


She drinks beer, too, but he picks out the 
family brand. 


She may buy his shaving equipment, but he 
tells her the brand he wants, 


Product after product, it’s the man who 
makes the big brand decision. 


The facts and figures are in True Magazine's 
dynamic new study of male and female influ- 
ence on buying made by Daniel Starch and 
Associates. Prepared in consultation with the 
Advertising Research Foundation, the inves- 
tigations prove it’s still a man’s world when 
it comes to brand selection. From automobiles 
to sports equipment, husbands and wives 
depth-interviewed separately both admitted: 
choosing the brand was the man’s job. Part of 
his natural authority. Part of being a man. 


It’s a revolutionary insight into the impor- 
tance of men as buyers. But it’s no surprise to 
the many advertisers who are profiting from 
TRUE’s growing selling power. America’s 


leading man’s magazine, TRUE’s all-male edi- 
torial leadership has rolled up mass-volume 
circulation of more than 2,250,000, and ad 
revenue increases for 21 consecutive months. 


Take advantage of TRUE’s all-male market. 
Don’t pay for women when you want to reach 
men. Spend fewer dollars and reach your best 
customers through their favorite magazine. 
No need to pay the mixed mass weekly prices— 
put TRUE at the top of your list. 


Is your product here? 
Ask for the Starch report on your category 


Now ready: Soon ready: 
Business Shirts Liquor 

Life Insurance Automobiles 
Beer Tires 

Shaving Cream Outboard Motors 


Air Conditioners 
Air Travel 


TRUE 


America’s Leading Man's Magazine 
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When Competitive Factors Are Equal, 
Can Traffic Give You the Edge ? 


How well do you know your traffic manager? How well 


does he understand what you or your salesmen are trying 


to accomplish? What's more important, how often have 
you asked him to help you? A traffic manager lists ideas. 


By ED MITCHELL, 
Traffic Manager, National Seal Division, 
Federal-Mogul-Bower Bearings, Inc. 


Of the accepted Six steps to suc 
cessful selling, does it surprise you to 
know that your traffic manager can 
back up your sales staff on five? 


The first one is contact, and while 
physically the salesman must go it 
alone here, his strength is as the 
strength of 10 if his traffic depart 
ment has equipped him with current 
freight rates—from your competitors’ 
plants as well as your own. 

Where freight charges enter into 
the picture, a good traffic man can 
frequently come up with a money- 
saving rate, not available from com- 
petitive shipping points. 

If rate changes open up new terri- 
tories to you, trafic will know first. 

If new carriers offer faster or ex 
tended service, traffic knows first. 

If you’re not dealing in volume 
shipments, your traffic man is the best 
source of information toward pooling 
orders, and stopping rail cars or full 
trucks in transit for partial deliveries. 


‘The second step is to arouse inter 
est. Perhaps the consideration of all 
forms of transportation will result in 
the recommendation of a carrier whose 
flexibility of delivery will save han 
dling costs at destination. This is of 
interest to your customer. 

Is your distributor or dealer quite 
happy about the way you service him 
on advertising material, catalogs, dis 
play racks? Frequently, these are a 
source of annoyance, but a good trafhi 
man can have tariffs amended to ship 
specified quantities of these materials 
along with your basic commodity, at 
commodity rates. 


How to create preference 
step number three. 


... that’s 
It’s a matter of 
follow-through, and traffic can per 
form customer services by: 


1. securing first class equipment for 
loading 
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2. loading cars or vans for the re 
celving convenience ot the custome! 


3. ordering special equipment when 
needed 


4. expediting shipments which re 
quire early delivery 


5. promptly mailing shipping docu 
ments, packing lists, loading charts 
to the customer. 


Granted that price and quality are 
there, your customer can’t sell your 
product until he receives it, and it 
must be in good condition. Traffic has 
the know-how to deliver the goods, 
keep your buyer happy. 


The fourth step on the stairway is 
to make proposal, and if you have no 
price advantage over your competi 
tors, you can have a service advantage 
if your trafhe manager helps. 

Right here is where the salesman 
should incorporate the shipping and 
trafic data needed to round out his 
presentation: proposed 
best delivery; 


routing for 
estimated shipping 
weight ; recommended description (to 
qualify for lowest legal rate); rate 
and estimated cost. 

The salesman who talks in term 
of a delivered product, with all known 
costs figured in, is doing a much 
stronger and intelligent job for hi 
customer than the order-taker who 
sells f.o.b. his plant, and 
about transit time and freight costs 


gues ce 


A traffic manager who shares your 
pride in serving your best accounts 
will help you establish a record for 
dependability that tips many an order 
toward the salesman who has thought 
about his customer’s traffic needs, and 
prepared himself accordingly. 


The fifth Step is to ¢ lose the order 
Your traffic manager can’t help you 
here, but the knowledge that he will 
back you with all services at his com 


mand should add to your confidence 
in the sales team behind you. You 
sell, and traffic will serve. 


The sixth commandment is to keep 
the customer sold. Traffic can help 
by acting in an advisory capacity for 
those of your customers who run into 
traffic or distribution problems. Keep 
offer this help to 
ward maintaining friendly relation 
ships. 

If there are claims to be filed, traf 
fic can help. 

If tariff descriptions are a problem 
with your distributor’s shipping de 
partment, traffic can cut the red tape. 


these lines open 


If rates for local distribution are 
trafhe man will 
know how to get relief. 

Let your traffic people know what 
you're trying to do; you'll find their 
aims to be exactly the same as yours: 
satistaction. And when 
your customer 1s asking you for help, 
he’s less likely to be in a mood for 


out of line, your 


Customer 


listening when your competitor sings 
his siren song. 

Well, Mr. Sales Manager, that’s 
what a good T.M. can do to back up 
your boys on the firing line. And he’s 
just as valuable to you while fune 
tioning for other branches of manage 
ment. ‘The reason you are interested 
is because an informed traffic man can 
cut the cost of doing business the 
cost of creating the article you sell. 
If he’s on the ball, he has helped 
lower your selling price by exercising 
his best control over the following 
variable expenses: 


1. Working with the purchasing 
agent in developing lowest available 
rates on inbound materials 

?, Working with factory manage 
ment by expediting needed materials, 
tools, etc., to avoid slow down for 
lack of needed staples, 


Scheduling pickup of outbound 
orders to accomplish necessary ship 
ping without going into overtime 


4. Consolidating inter-plant and 
warchouse shipments to secure lowe 
volume rates 


5. Expediting outbound shipment 


to procure required early delivery 


without resorting to premium types 
of transportation 


6. Auditing all freight and tran 
portation bills to avoid over harge 
The End 


137 


etroit Means 
Business 


of all- Detroit 
advertising is in 
THE NEWS 


for those who use 


THE NEWS 


26.7% 
is in the 
FREE PRESS 


22.8% 
is in the 
TIMES 


The Detroit News consistently carries more 
advertising than both other Detroit newspapers combined 


For more than a quarter of a century, 
Detroit’s advertising picture has remained 
unchanged. Year after year, The Detroit 
News proves itself Detroit’s greatest 


advertising medium. 


The News carries more linage than both 
other newspapers combined, and leads in 
practically every major advertising 
classification. 


There is no substitute for results—and in 
Detroit, no other newspaper gives you 
results like The News because no other 
paper has the home acceptance and the six- 
county trading area saturation circulation 
of The News. 


Those are facts, substantiated by the latest 
linage and circulation figures. 


The Detroit News 


WEEKDAY CIRCULATION 469,389 + SUNDAY CIRCULATION 585,667 


Eastern Office 260 Madison Ave., New York 
Pacific Office 785 Market St., Son Francisco 


Chicago Office 
Miami Beach 


435 N. Michigan Ave., Tribune Tower, Chicago 
The Leonard Co., 311 Lincoln Road 
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Merchandise Your Publicity, Too! a * 


me f | t ! proper! 
By J. A. HOLT Sen See dl “8 
Advertising Director Binney & Smith, Inc.* 


city is valuable 
been arguing tising it carries the implied 
| morning. He ment of the editors, therefor 


ranberry crop more effective than advert y f 


She ause it is more believabli lell th 


d 


prom 
felt 


most dis¢ ira he cranbert! stor I me i 


ho I 


eeted at 
isekeepel who said 
‘I’m sorry I ; gued with you about Then go on 
tne cranberries. | see by the paper that nection between 
we are going to have a good crop.” and the story—no atter 
MORAI People believe what that 
they read in the newspaper. Show how it 
ind effort 
iv a good piece 
ompany publici Unfortunately 
few salesmen know how to make 
pay off. 
Most salesmen understand how ad 
rtising helps them sell, and will use 


reprints of advertisements 


how 
onnection n 


ne ompany 
tf ’ ]. 
a rat ely 


which 


| 
rye 
( 


The End 
as sales 


tools. But the same man who will 
paper his prospect’s desk with ad re 
VW ill ignore a good prec eS 
although in certain cit 


may do the 


Rall eee » M OFFICE 
rs pare cag lece cy: Be AUXILIARY 
ble met i ! t, ask vourse CHAIR 


these ques 


© Would this o ity impress my with tablet writing arm 
ustomers ? 
@ Will it be good tor my ales 
men’s morale? Quick, Portable Seating and Writing Facilities 
If the answers are “ves” vou will That Blend with Modern Office Decor 
get busy. For a few dollars 


a new design in office efficiency... 


Here’s the chair that can 

it takes to dictate a memo solve the problem of what 

force you can greatly they write on and where 

extend the original publicity, impress they sit all in one com 
‘ustome! and make sales. Here's pact, beautiful unit that is the perfect 
answer for conferences, sales meet 
how: ings, instruction groups, in fact, any 
office note taking or additional seat 

ing requirements 


(jet one or two copies ot the 
plete magazine for every 
ales Torce 


Fully cushioned with 2” foam rubber 
‘| hen ore 


reprints seats for extreme comfort. Tablet writ 

» effective and eas’ ing arm folds down when not required, 

to produce—any clean copy can be Entire chair folds for compact storage 

seeneil ) by the of thed. M in closet or storage area. Available in 
*nroduced by the « *t me st OY 

yee ,; aS OAESCE PECHOC. LO your choice of 126 frame and uphol 


magazines are se p to stery combinations 


render th S 
SCT ce 


Now you 
ampaign 
See your office equipment dealer 


or write for complete information 


a V a) § MANUFACTURING Co. 


Dept. 57, 4640 W. Harrison St., Chicago 44 


ypocializes 


Does : business 
publication 


advertising pay? 


Hill Kramer 


Monsanto Chemical Co 


sells to industry 


No one is in a better position to give a hard- 
boiled, practical answer to this question than 
the men who spend their working lives on the 
sales front...the men the ads are supposed 
to help...the men who sell. 


Here are the statements of salesmen who 
know what advertising does for them when 


it appears in the industrial, trade or profes- 


says Mr. Kramer: 


“We make many different chemicals, mostly 
standardized products that don’t have trade 
names. Many of our chemicals are purchased 
in small quantities direct and through dis 
tributors. So you might think that all I have 
to sell is price. That’s not true. Thanks to 
our advertising in business papers the name 
‘Monsanto’ is known to stand for quality 
products and service. 


“We have so many small customers I can’t 
call on all of them, so advertising must carry 
a large part of the load for the small orders 
we get from such people which add up to a 
great deal of tonnage. Advertising also gets 
across the fact that we warehouse standard 
chemicals right here in the city and can give 
prompt service 


“We have such a long list of chemicals that I 
wouldn’t do much of a sales job if I just read 
the list of chemicals we make on each sales 
call. So again our company uses advertising 
to let the people know all the different chem 
icals we are prepared to deliver. Then we 
salesmen can concentrate on the individual 
prospect’s immediate requirement 

“Of course you don’t always know exactly 
what chemicals are required by a particular 
prospect because a company can go into a 


sional publications that serve the specialized 
markets to which they sell: 


new product, or a variant of an old one, al- 
most overnight and come up with a need for 
a chemical he’d never used before. So it’s 
pretty important for our advertising to re- 
mind all buyers just what lines we have. 


“Although many of our chemicals don’t have 
trade names, we have one silica product that 
has become known to the trade as ‘Santocel’. 
Very few people in the trade call this by its 
proper chemical name — they refer to it as 
‘Santocel’. Advertising in the trade papers 
has created this new name and made it stick. 
These are just some of 
the ways I know adver 
tising is working for me 
even while I’m fishing. It 
calls on people I can’t get 
to see, and calls on the 
others more often than I 
can possibly do in person, 
and suggests new uses for 
our products.” 


Ask your own salesmen what your com- 
pany’s business publication advertising does for 
them. If their answers are generally favorable, 
you can be sure that your business publication 
advertising is really helping them sell. If too 
many answers are negative, it could well pay you 
to review your advertising objectives —and to 
make sure the publications that carry your ad- 
vertising are read by the men who must be sold. 


How salesmen use their companies’ 
advertising to get more business 


Here's a useful package of ideas for the sales man 
ager advertising manager or agency man who 
would like to get more horsepower out of his ad 
vertising. Send for a free copy of the pocket size 
booklet which reports the successful methods em 
meee ployed by eleven salesmen who tell 
how they get more value out of their 
HOW companies’ business publication 
SALESMEN advertising 
USE 
BUSINESS 
PUBLICATION 
ADVERTISING \ after they read how others get busi 


IN THEIR 
SELLING | 


You can be sure that more of your 


salesmen will use your advertising 


ness through these simple methods 


The coupon is for your convenience 


in sending for your free copy 


NATIONAL BUSINESS PUBLICATIONS, INC. 


...each of which serves a 
specialized market in a specific 
industry, trade or profession. 


NATIONAL BUSINESS PUBLICATIONS, INC. 
Department 88 

1413 K Street, N. W. 

Washington 5, D. C. STerling 3-7533 


Please send me a free copy of the NBP booklet 
“How Salesmen Use Business Publication 
Advertising in Their Selling.’ 


Name 
Title 
Company 


Street Address 
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One Simple—and Sure Fire—Rule 


For Improving Sales Letters 


This is it: Persuade your salesmen to write as they talk. 
If they will consign to limbo the stilted business language 
of our forefathers and use relaxed conversational English, 
their letters will gain both warmth and attention value. 


By SPENCER HUKILL 


One long step in the pleasant direction of getting 
salesmen to write better letters is this: Get them to write 
as they talk! 

Let them know they don’t have to use tired old words 
(“the writer” “under separate cover’) they learned 
in S¢ hool. 

In organizations where this simple tip has been used, 
many salesmen have welcomed the new freedom. They 
had felt they were expected to write “conventional” let 
ters! 

Automatically 
gave way to short ones; cold stilted phrases to those more 


overloaded sentences and paragraphs 


cordial. 

Even the organization of many men’s letters was im 
proved. This apparently was because the writers began 
planning what they wrote the way they normally planned 
a sales talk. Gone was the self-consciousness which had 


characterized many salesmen who, when using the letter 


Overformal letters 
(Stilted words are printed in italics) 


writing medium, felt less at ease than in personal cus 
tomer-contact. 

Most important, each salesman’s personality began to 
appear in the letters, adding warmth to them. One sales 
man said, ‘‘Now when I dictate I pretend the stenogra 
pher is the customer I’m writing to, and talk to her as | 
would to him. And,” he quipped, “that’s hard she’s 


got much prettier legs!” 


Other “letter-warmers” appeared also: use of the cu 
tomer’s name, occasionally, and of the personal pronouns 
‘you” (of prime importance), ‘we’ and—yes—even “I.” 

No customer enjoys wading through letters that are 
overlong, especially if they are overdull. It’s the warm, 
human letter, like the friendly personality, that’s likely to 
win his goodwill. Its effect on him may register only on 
his subconscious, but even so, it does register 

Here are some examples of how “talking on paper 
make the reading task easier for the customer 


Letters that talk 


Dear Mr. Doe, 
Subject: Contract X30974-an, 


1957 widget commitment 


This is to notify you that subject contract will expire 
December 31, 1957. Said contract covers the sale by us 
to you of widgets required by your company in the fiscal 
year now current at guaranteed price ot Six dollars 
($6.00) per gross, said contract terminating on the date 
aforesaid. 


Enclosed herewith are (1) renewal contract for the 
ensuing fiscal years (1958) and (2) sample of the newly 
designed widget developed by our Chicago laboratories 
at a cost to us in excess of one hundred thousand dollars 


$100,000). 


The latter exemplifies this Company's well known policy 
of continuous research in our customers’ interest of main 
taining lowest possible prices of our product, consistent 
with quality. “The improved widget will be made avail 
able at no increase in price. 


We trust that the aforementioned contract will receive 
your interested attention, and that this Company will be 
favored with your continued patronage. If you would 
like to discuss this matter, the writer will call on you at 


your convenience. 


Yours truly, 


Dear Mr. Doe, 
Subject: Time to plan ahead 


Here’s good news for you. Our payroll is up, raw mate 
rials are up, yet we've found a way to hold the price line 
Your widgets will cost you no more next year than in '57 


That’s a job well done by our work-study engineer 


More good news: Our Lab men have greatly improved 
the widget Because of a new honing mechanism, just 
installed, tolerance has been improved 24 per cent, and 
strength increased 13 through the addition of titanium 


metal to our standard alloy. 


It’s been too long since you and I| have had a chat May 
| hope for the pleasure soon? For example, next ‘Tuesday 
at 11? I'll bring along a 1958 contract form and one 


of the new widget 


I hope that, after discussing them, you'll join me for 


lunc h 


Cordially 


OCTOBER 18, 1957 


Loe 
» wish to dir our attention to the fact that payment 
you of our e XS25711, in the amount of ninety 
en dollar nd seventy-three cents ($97.73) is con 
derably ove According to the terms of sale, clearly 
entioned invoice, payment of same in full 
of merchandise procured 
turn mail is expected in order that more 


hall be innecessary 


Cordially your 


Dear Mr. Doe, 


Our credit manager asked me this morning if I knew 
why you hadn’t paid the bill we sent you about three 
weeks ago. I said “No,” and went on to say I was sure 
you'd either forgotten it, as we all do sometimes, or you 
had a good reason. 


If you forgot it, George, just drop your check in the mail 
in the next day or two, won’t you? If you never received 
the bill that’s happened, too 
closed. It totals $97.73. 


here’s a duplicate, en 


If there was anything wrong with the merchandise, or 
our service to you, let me know quick! We'll at once 
begin to make right any inconvenience you've been caused 


Nice to talk with you, if only by mail. I’m looking for 
ward to doing it soon again, face-to-face. 


Sest wishes 


Sincerely, 


ir Mr. Doe 


[his in in acknowledgement of, and in answer to, yours, 


of October 3 informing us that out of six gross of cock 
tail gla es 


we shipped you September 25, eighteen were 


damagee to the extent that they could not be used in 


your hotel. 


Ihe claimed breakage has been investigated in our ship 
ping department where we have been advised it is the 
consensus of opinion ot all the personnel that the afore- 
mentioned were packed so adequately as to fully protect 
them in transit. /¢ is therefore suggested that had the 
ame care been given to unpacking the merchandise in 
your receiving department, little if any damage would 


have been done 


Llowever, it is not our sh that you, a valued customer, 
be the loser, and hence we are forwarding, in accordance 
with your request, eighteen new glasses in replacement of 
said damaged merchandise 

Che writer trusts that the foregoing adjustment meets 


th x 
1 


Wi ( approval 


Cordially 


Dear Mr. Doe 


We appreciate your promptness in writing us about 


damaged cocktail glasses among those we shipped you last 


week. Your letter gives us an opportunity to correct our 
error equally promptly. Replacement glasses were on 
their way to you, air express, within an hour of the time 


I read your letter this morning. 


I know that even prompt replacement does not make up 
for some inconvenience you were caused. To prevent its 
happening again, I went to our shipping room a few 
minutes ago and impressed upon our manager how much 
we value your business. As a result, future shipments 


to you will be given with special attention. 
Thank you, Mr. Doe. 


Sincerely, 


Dear Mr Doe 


Your valued letter dated November 8 and ordering twelve 
(12) gross of our X39-L] D# ? widgets has been received 
and contents duly noted 

It is indeed a pleasure to receive this business. However, 
since you did not observe our firm policy of cash-with 
order, without which we cannot fill same, we are with 
holding shipment thereof pending receipt here of your 
remittance in full. We trust you understand that only 
by adhering to this policy can you and our other cus 
tomers fully benefit from the low prices at which our 
widgets are made available 

Trustine that this delay will not inconvenience you un 


duly, we remain 


Sincerely yours, 


Dear Mr. Doe, 


The twelve gross of widgets you ordered on the eighth 
were put on the first New York train after your letter 


arrived here. 


We've had a cash-with-order policy for about three years. 
Secause of it, we've been able to pass savings on to our 


customers. 


Knowing that this policy must have slipped your mind, 
we don’t wish to inconvenience you by holding up ship- 
ment. ‘The widgets will reach you C.O.D., probably soon 
after you receive this letter. 


We appreciate your new order as indication of your con- 
tinued approval of our product and services. We'd like 
to provide more of both for you, anytime. 


Sincerely, 
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3rd of a series about the Father of Waters... Divider of Markets 


“At long last... the MISSISSIPPI!” ~~ ¢@ 
re 


Correct, Mr. De Soto... and its mighty waters slice right 
between St. Paul and Minneapolis! 


Spanish explorer Hermando DeSoto gets full But that’s exactly what happened, The 516,300 
historical credit for discovering the Mississippi people in the St. Paul Market® make it a shopping 
River in 1541. But even Hermando never dreamed habit to spend their retail dollars (all 603 million 
that the “Father of Waters” would one day divide of ’em!) on the home-sweet-home side of OV Man 
the mighty Twin Cities market almost down the tiver. What's more, these prosperous people make 
middle! one—and ONLY one—newspaper their buying 

guide . . . the St. Paul Dispatch-Pioneer Press. 
NO OTHER NEWSPAPER more than ripples the 


circulation surface. 


TODAY ... it's a market of The plain fact of the matter is, if you're nol 


selling St. Paul you're just not selling the ‘Twin 


Cities ... and to splash your advertising message 
5 1 6 4 OO! around on the St. Paul side of the Mississippi River 
you need the Dispatch-Pioneer Press! 
- * 


516,300 people and 603 million retail FAMILY COVERAGE 


dollars add up to a giant market!* And (Romsey, Dokota and 
that’s just exactly what you have on the Washington Counties) 
St. Paul side of the mighty Mississippi! 
But you'll miss it almost completely un- 44.9% 

less your advertising message appears in ST. PAUL DISPATCH 
the ONE AND ONLY newspaper offer- PIONEER PRESS 
ing you SATURATION COVERAGE of 
every inch of this big-income, big- 
spending market . . . the St. Paul MORNING EVENING SUNDAY 


Dispat h-Pioneeer Press! Source: Families, Sales Management Dispatch-Pioneer Press-—-A B.C.-—-3/31/57 
Survey of Buying Power—5/10/57 Other T. c 7» Dailies ABC 3/31/57 


OTHER TWIN 
CITY DAILIES 


*Ramsey, Dakota and Washington Counties 
Source: May 10, 1957, Sales Management Survey of Buying Power 


st. & PAUL 


9 : 4 PATC H REPRESENTATIVES 
RIDDER-JOHNS, INC. 


amet Ss 7 &F NEW YORK a CHICAGO S DETROIT 
SAN FRANCISCO -. LOS ANGELES 
P 10 N £ F g aR ES$ ST. PAUL - MINNEAPOLIS 
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Why She Wears Kid Gloves 


{continued from page 35) 
A the Air Army 


witch manned 


ile 


Force 


Nay 


aircratt to mis 


and 
trom 


2. The 


uy 
DCE 


industrial Fafnis 
must learn 
what new and old kinds of products 


are required 


user 
1 good example 
how to use 


and learn 


them effectively. 

3. Sales of equipment and supplies 
for use in dust-free industrial appli 
cations are likely 
pecial 
seller 


to cause the seller 

both the 
learn new 
to use equipment and supplies. 


headaches because 


and the user must 


ways 


’ 


free facility 


is largely a 
do-it-yourself 
Warren 

tendent of 
nated Fatnis 
ment 


problem 
Hibbard 


maintenance 


cautions 
superin 
who coordi 


Fafnir 


construction and equip 
installations 
lL here are 


out Hibbard 


ments are 


no precedents points 


“and the user's require 
0 special that a supplier 
has to have an especially cooperative 
and ‘willing-to-learn’ attitude. 
when the 


even 
upplier can not understand 
the reasons for seemingly 
he should be willing to 


| he 


produc ts 


fantasti 
requirements 


Zo along 
| kafnis 


usually 


specifications our 


must meet ire 
beyond the supplier’s initial 
comprehension.” 

You can sell your product to a pre 
cision-working plant if it: 


————— 


part of the 
ceilings, walls, furniture, and 
other basic fixtures of the plant. 


1. Combats dust as 


floors, 


) Filters, conditions, or carries 


clean air through the plant. 
Helps keep people clean. 


4. Helps clean, handle, or pack 
age the product. 


Based on the Fafnir experience, the 
machinery required to operate equip- 
ment inside a dust-free area should 
be grouped outside of the walls en 
closing the dust-free installation. ‘The 
ideal dust-free plant is a shell, made 
of glossy materials, that has no edges 
Air is circulated in one direction. 

You may not presently even dream 
that your products could be used in 
industrial plants. But read how man 
ufacturers of products for the follow 
ing uses are finding new or enlarged 
markets for their products: 


Floor and Wall Materials 


One 
for Fafnir is the 
Co., a New 
specialist. 


major construction supplier 


Goldsmith 
floor 


Henry 
Britain 
Act ording to a 


covering 
company 
spokesman, who supervised the Fafnir 
job, “These people were anxious for 
something that would permit them to 
see the dirt, not hide it. In installing 
a light colored Armstrong ‘Textelle 


floor, we used a special latex rubber 
underlayment and coved the floors up 
against inside glass walls with a glass- 
to-metal cement. We also supplied 
Formica sheets for the walls and 
Micarta-covered workbenches made 
of Novaply. For the rest rooms and 
dressing rooms, we Boltawall 
panels. Altogether, it was a sizable 
order for us. We would advise others 
that such jobs always involve lost time 
there many workmen 
equipment. Also, 
Fafnir cut and fit the Formica wall 
panels with the precision of cabinet 
makers so that there would be no 
dust-catching crannies. It would be 
well for potential suppliers to learn 
how to do this.” 

Inside room dividers (walls) in the 
Fafnir plant are made of transparent 
glass to prevent workers from feeling 
“enclosed,” and also because the glass 
walls are easily kept clean. 
Pittsburgh Plate Glass supplied stand 
ard Herculite glass wall panels and 
doors. Says Clifton Bochstoce, man- 
ager of Pittsburgh’s Hartford ware 
house, ‘There were no special prob 
lems as far as we were concerned, but 
we understand that aluminum mount 
ing brackets were dropped into slots 
cut in the floor so that the floor lino 
leum could be coved up against the 
glass . . . providing a dust-proof seal.” 


used 


since are so 


installing other 


more 


Ceiling Materials 


Ceiling construction had to provide 
a smooth dust-proof surface. Yet it 
also had to contain pipes for sprin 
klers and shadowless lighting equip- 
ment. The answer to the problem 
was a luminous subceiling made of 
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sales in September slipped slightly to $27.9 
billion as auto changeovers reduced car deliveries. Steel 


output fell off somewhat too, though the industry expects 
fourth quarter operations to average 87%, up six points. 
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lowa 
merchants 
are 
smiling 


Spendable income 1s up in lowa And get- 
ting higher 


lowa farmers are getting better prices for 
most of their commodities. And there's a 
bumper corn crop waiting harvest 


Industrial payrolls are bigger than ever. 
There are 200 more industries in Iowa this 
fall than there were four short years ago. 
And 91 Iowa industries have recently spent 
well over $100 million in expansions 


This increased income is already swelling 
cash registers in stores all over lowa. De- 
partment store figures show substantial 
gains in recent months over a year ago 
Sales in some men’s and women's apparel 


implement dealer says his June 15 to Oc 
tober volume will beat his 1956 total. It's 
true with appliance dealers, super-markets, 
drug stores 


‘This is a good time for selling in lowa 
And the most effective way to sell all lowa 
is advertising in the Des Moines Sunday 
Register. More than 68%, of lowa’s 1,920, 
000 adults read it every Sunday 


In fact, only seven cities in the U.S. have 
newspapers with greater circulation than 
the Des Moines Sunday Register. Putting 
it another way, the Des Moines Sunday 
Register covers an entire state better than 
most metropolitan newspapers Cover thei 


shops are up as much as 30%. One farm city of publication 


DES MOINES REGISTER AND TRIBUNE 


Gardner Cowles, President 


Circulation: Combined daily more than 350,000 
Sunday more than 500,000 


Represented by: Scolaro, Meeker and Scott; New York, Chicago, Detroit, Philadelphia 
Doyle and Hawley; Los Angeles and San Francisco 
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(Conditioning 


contre at rall revol e 
tioning and filtering 
neer for the J. P 
| | 
neral air conditio 
Milford 


ed the Fafnmir at 


ontracto rn 


Cont 
filtration 
lit oning ten 
had never undertaken a job 


Klein says, “and 


“| a number of serious chal 


one before 


temperature a constant 74 de 
ity 40% ; a different air 
rooms; and 

on that would remove all par 


larger thar : tT a micron in 


tion, duct work had to be 
f nonflaking aluminum with soldered 
iome ind there could be no ‘ledge 
to collect dust. We 
coil hye iting oil 
had to 


a | air 


installed cooling 
precipitrons., We 
upply clean air for hand dry 
hower and hot-air 

As advice to other air conditioning 
nstalle who would 


jobs, Klein ha 
Lake the trouble to peak to every 


attempt such 
th tO Say: (50 slow 
available person in all levels of man 
agement to ike sure you find out 
everything that vanted, Work very 
closely with the company to predict 
all possible th operations anid 

Only 


house leaning ni after 


Pictures 


ol Suc C@SS ..-. 


Pevctibal bor ales incentive 
iward will 

il occasion, Write 
lor catalog, “Furs in the News” 


ane hic vement 


VICTOR ASSELIN FUR, INC 
363 SEVENTH AVENUE, NEW YORK 


BRyant 9-8830 


h conferences are you ready 


One valuable trick which the Fat 
people developed was to install a 
or le te if vacuum cleaning 
tem ; ne of the very first steps 
Thereafter, a vacuum cleaning crew 
was on duty throughout the constr 
tion process, cleaning up dusty refuse 


created 


Vanula furing Equipment 


After the basic materials for build 
ng and personnel environment are 
ided manutacturing 


turally varies 


equipment 
with each parti ular 
Makers of 

equipment which must be kept 
urgically clean usually face the prob 


lem of precision 


ict bein produced, 


Ball bearings are 
only a part of this new age of pre: 
sion products. Others are transistors 


fuel-injection pumps, gyroscopes and 


Millionth of 


dimensions are « ommon 


electri motors 


be a mayor factor in 
precision manufacturing operations 
\t katnir, Wavometers check wavi 
ness of ball races; Profilometers check 
finish of balls and ball races to a half 
millionth of an inch; radial play 
gauges check fit of ball and races afte1 
assembly ; other devices check outside 


diameters, parallelism, eccentricity 
and side flushness 


check surfaces of bearings and, finally 


Stereomicroscopes 


a Fafnir developed torque tester pro 
duces a charted record of each bear 
ing’s performance 

Cleaning also is a constant ne 
ity \fter ball 


manufactured, they are 


bearing parts 

scoured by 
ultrasonic machines which 
shake with 20,000 
cycle-per-second sound vibrations. To 


prevent adherence of metal particles 


washing 


loose parti les 


a demagnitizing process is required. 
Several baths are 
then needed, and after such washings 
ultrac lean hot alt 


Such hot-air 


types ot solvent 


dryers are used 
systems draw clean Alt 
from the air conditioning ducts pass 
t through centy 
heat exchangers 


specified for 


fugal compressors 
Some bearings 
critical operations 

leaned in rotary sequence wash 
! Other highly critical bearings are 
indy idus 
washing, which directs jets of air and 


Actually 


lomestic dish washers are 


cleaned with an atomizet 


leaner into tiny crannies 


automat 


also needed to wash carrying pans 
shipping vials, and other equipment 
used to carry products from station to 
tation. Cleaning operations require 
plastic bottles 


hood al pans 


stainless steel sinks 
and heating ovens 
Product handling is another major 


aeration 


During dust-free oper 


itions, products must be moved fron 


station to station in orders, job lots 
and other groupings all involving 
paper work. At Fafnir stainless steel 
pans are used for product handling 
(and washed after each use), and all 
is kept in dust-proof polyethy! 
ene bags. Ball point pens are used 
since dust from pencils would pollute 


paper 


the working area. 

Fafnir has found that its dust 
facilities make an excellent peg for 
newsy promotions. 

Dust-free facilities have been fea 
tured in several of Fafnir’s advertise 
Instrument bearing advertis- 
ing has been published in Machine 
Design, Product Engineering, Design 
News, Purchasing News, and Flec 
tronic Design. 

Fafnir has sent 
brochures describing the new facilities 
to distributors and to makers of in 
struments, and to its 50 salesmen, 
each of whom has been briefed on the 
dust-free plant. 

Numerous publicity stories have 
been pegged on the dust-free facilities 
The National Association of Manu- 
facturers has built a movie, shown on 
Factory 
Management and Maintenance’s re 


ments. 


7.500 four-color 


television, around the plant. 


port on Fafnir’s operations has brought 
The End 


in a flood of inquiries. 


Statement of Ownership 
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THE SCRATCH PAD 


By T. Harry Thompson 


Carlyle, who 
moralized for most of us when he 
“The faults, I 


should ay to be conscious of none. 


Curtain-raiser by 


said: greatest of 


Wonder why the _ baking-soda 
people felt they needed two identical 


. Arm & 


brands away back there 


? 


Hammer and Cow Brand: 
e 


Larry Strickler says | don’t have 
my German on straight, but slightly 
askew, like a barrister’s wig. “Porche”’ 
is one-syllabled porsh and not two 
syllabled Portia. ‘Thanks, ‘Teacher! 

- 


Add simile \s affectionate as a 
chimpanzee ‘As belligerent as 
a labor boss ig 


Fred Waring has a cute title for 

a number played on violins, viola, and 

violoncello: “String Fever.’ 
e 


Procter & Gjamble’s former prexy 
Neil McElroy, now Secretary of De 
fense, must be tired of quips about 
working in an Ivory tower. 


Paul Ellison sends a line he feels 
sure no catgut manutacturer will ever 
use: ‘“There’s a suture in your fu 
ture,’ 


Instead of Pantomime Quiz, | sug 
gest this name for Mike Stokey’s ‘TV 
show: [lit Charade 


We can buy a machine that'll re 
place 50 ordinary men, But we can 
never get a machine that'll replace 


Whitt Schultz 


one creative man 
. 


Clever song-title: “ Jamak a Rum 


ba.” 
. 


“If postal rates go up,” Orville 
Reed post-cards his prospects, “you've 
got to see to it that everything you 
send out does a better selling job 


That means more productive COpy 


148 


Anything less than the best-pulling 
copy will be too expensive for you 
to use.”’ Check and double-check! 


Stopper by the Satevepast: “Behind 
the screams with Alfred Hitchcock.” 


P. W. Bridgeman says there is no 


adequate defense, except stupidity, 


against the impact of a new idea. 
. 


Belated compliments to Reader’s 
Digest for mailing its condensed books 


in form-fitting cartons that look like 


tin cans by Harcord of Jersey 
City. A new note in packaging. 
© 


‘There’s nothing wrong with day 


which fewer com- 
mercial interruptions wouldn't cure. 


time television 


° 
Clarity begins at home: If you 
wear glasses, try cleaning them with 
W index. 
+ 


Cartoonist Jimmy Hatlo spells it 
out as “Thanx and a tip of the Hatlo 
hat.” Why not just “Thanx and a 
tip of the Hatlo”’? 


. 

Orthoepy Dep’t: I was jerked up 
short to hear a Movietone News nar- 
rator pronounce it “im-brog-lio,” the 

. . ° ‘“ ~ ” 
accented syllable riming with “frog. 
4 

Old-timer: One who can remember 

restaurant signs reading: “Pie & 


Milk, 10c.” 
* 
Speaking of signs, 


has a cute one 
Pennsylvanians, 


South Jersey 
aimed at weary 
New Yorkers, and 
Delawareans dragging back from the 
shore: ‘““You’d be home now if you 
lived in New Jersey.” 


° 

Curtain-line by Virgil: “Myself 
not ignorant of adversity, I have 
learned to befriend the unhappy.” 


The Power of Perseverance 


Have you opened up a card-table recently and dumped about a 
million pieces of jig-saw puzzle on it? 


It's a pretty discouraging sight. 


So you go to work turning the 


pieces picture-side up and seeing that they don't cover other pieces. 


You squint at the picture on the box and look for right-angled 


pieces for the four corners 


You are on your way. 


But, with so many pieces cut nearly alike, and with so many of 
them representing sections of trees or grass or snow, only The Power 
of Perseverance will keep you at the thing for hours of your spare time 


Over and over again, you'll be tempted to put the pesky pieces back 
into the box and turn to something simpler. 


I think that, if I were screening young men for the selling profession, 
I would toss a jig-saw puzzle at them to test their Power of Persever- 


ance 


Personality is important 


Knowledge of product is important. Price 


and timing play their parts. But, when the chips are down, The Power 


of Perseverance will top the rest. Other things being equal, persistence 


will win out over all other qualities when trying to bring that tough 


sale into camp 


This trait isn't easy to come by. The challenging jig-saw puzzle has 
no relation to marketing, but it can develop persistence that pays off 


SALES MANAGEMENT 


INCENTIVE PROGRAMS 


to increase sales, boost morale 
and promote good will... 
planned, printed, merchandised 


Many of the nation’s largest users of premiums and incentive prizes (as well 
as thousands of lesser known companies) look to John Plain for their pro- 
motional programs. Usually, John Plain creates the plan, produces the Lit- 
erature and supplies the merchandise prizes. 


May we serve you? We welcome the opportunity to discuss incentive prob- 
lems and suggest plans for their solution. Ask for the manual below. We 
will be happy to have you call in person, write, phone or use the coupon. 


JOHN PLAIN & COMPANY 


IN STOCK: 14,000 gifts, homewares, items of apparel and imported foods 


CAPACITY: 20,000 orders a day, 60 carloads a week, 2'/2 hour service 


Please address Premium and Incentive Division 
JOHN PLAIN & COMPANY, 444 W. WASHINGTON ST., CHICAGO 6 


Premium and Incentive Division 
JOHN PLAIN & COMPANY 
444 W. Washington St., Chicago 6 


| may be interested in an incentive program using prizes, 


premiums, trading stamps or tape plans. Send me your literature 
Firm 
Address 

City 


Attention of 


The Tribune can do almost anything in Chicago 


night is better for ducl 


hun jolts peopl 


or blast it 


S70. 000.000 } ribune. To make the most 


market, te ou oO nm the CHICAGO TRIBUNE 


